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Rough Proofs 


Jack Benny now gets a bigger 
audience than Charlie McCarthy, 
Hooper reports. Let’s hope it 
wasn’t this piece of bad news that 
put Charlie in the hospital. 


+ F F 


No matter what happens, Mayor 
LaGuardia knows how to appeal to 
the hearts of the great common 
people. Offsetting his tax on cigar- 
ettes, he’s started a great crusade 
against loose chewing gum. 


7, VF 


Jim Young says the Department 
of Commerce will collect data on 
manufacturers’ inventories as a 
means of measuring the blood pres- 
sure of business. Why not just 
take the blood pressure of the sales 
managers? 

- | FF 


“Food producers study substitute 
for tin cans,” says a news item in 
ApverTISING AGE. If this sort of 
thing keeps up, there’s going to be 
, food shortage among the billy 
goats. 

- = 


The Dies committee says the con- 
sumer movement is dominated by 
communists. If there are as many 
pinks, reds and fellow travelers as 
the Congressman thinks there are, 
they're bound to win the next elec- 
tion. 

ye 


You can now phone the New 
York Telephone Company and find 
out all about the weather. And if 
you haven’t a nickel, just stick your 
head out of the window and inhale. 


Sn 


Incidentally, why can’t the phone 
companies pull their high-powered 
research staffs together and find a 
way to take care of the fellow who 
sings, “I didn’t know what time it 
was”? 

vvy 


The Maine Development Commis- 
mission is advertising potatoes in 
Florida. Now if Florida will ad- 
vertise oranges in Maine, the ideal 
trade reciprocity program will be 
in effect. 

vgwy 


The Hartford Courant has shown 
easy it is to revive the en- 
asm of stereoscope fans. Since 
found out that bustles would 


diy be worn by the ladies, the 
ittics are yielding many a 
item. 


, VF 


grandfathers of the boys who 
rking their way through col- 


eg lling magazine subscriptions | 


aluminumware worked their 
through college selling stereo- 
complete with pictures. 


. ww ¥ 


Sheridan is maintaining her 


tion as a glamor girl in ad- 
skates. This is all right 
sonja Henie, but did you ever 


lamor girl getting a bumpsie- 


77 +} ” 


© xe 
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consin has solved the problem 
to promote milk without in- 
ng with beer They're now 
tising Old Heidelberg in col- 
tion with the cheese industry. 
evo v 
man took Atlanta in the un- 
ar, but Atlanta expects to 
United States in “Gone 
the Wind.” 


' 
he 


Copy Cus 


A wtscee call from 


Over-the-Counter 
Securities Marts 
Open Co-op Drives 


Chicago and New Yor 
Associations 


Operations ''Mystery"’ 


Chicago, Dec. 13.—The first co- 
operative institutional advertising 
ever used in behalf of the over-the- 
counter securities business appeared 
yesterday in the Wall Street Jour- 
nal and today in Chicago news- 
|papers. The New York copy was 
sponsored by leading members of 
the New York Security Dealers 
Association, while the National Se- 
curity Traders Association signed 


occupied only about one-half of the 
760 lines used in New York. It was 
placed by Albert Frank-Guenther 
Law, Inc. 

Though the average man be- 
lieved to be fairly familiar with the 
place in the economic scheme of the 
New York Stock Exchange, that 
organization is also considering an 
advertising campaign to _ discuss 
salient features of its operations 
and show how the “blue chips” 
American industry rely on it 
linancing. 


is 


for 


Functions Are Explained 


| On the other hand, the over-the- 
counter securities business is a com- 
plete mystery to the rank and file 
of business men. The current copy 
throws some light on its functions, 
pointing out that more than 6,000 
|securities companies and banks cre- 
ate and maintain this vast market 
for investments under the supervi- 
sion of the Securities and Exchange 
Commission. 
“These financial 
furnish the investing public with 
convenient, organized facilities for 
(Continued on Page 34) 


establishments 


DIRECTORY OF FEATURES 


Ad-libbing 12 
| Basic Business Index 32 
| Coming Conventions 24 
| Editorials 12 
Farm Paper Linage 30 
| Getting Personal 28 
| Information for Advertisers 12 
Photographic Review 35 
Promotion Review 21 
Rough Proofs oi" 
Voice of the Advertiser 20 
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Unveil 


the Chicago advertising. The latter | 
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FOR lest PARENTS ONLY 


a: aia 


~~ 


OOK 


5 


The more you get, the more you win, if what you get is a baby (or more than 
one) on New Year's Day, according to the unique contest announced by Esso 
Marketers for expectant parents in 18 Eastern states. 
parents of quintuplets born on that dey—$5 000 for each of the five babies. 


Top prize will go to the 


the stork nets $5. 


Esso to Reward 
Stork’s Deliveries 
on New Year's Day 


| New York, Dec. 14—If you are 
expecting a baby in the near future, 
and you live in one of 18. East- 
| ern states, it will be worth cash if 
you can arrange the stork’s arrival 
for New Year’s Day. 

As part of its campaign to launch 
|its two new gasolines, Esso Mar- 
keters will give a $5 savings ac- 
count to each baby born in its terri- 
tory on Jan. 1. What’s more, Esso 
will tilt the ante to $100 each for 
twins, $250 each for triplets, $1,000 
/each for quadruplets, and $5,000 
each for quintuplets. 

According to present 


plans, the 


Dies Report Draws Retort 
from Consumer Leaders 


Mysterious French 
Campaign Seeks to 
Spur Sales Here 


Copy Appears 
Nobody Seems 
to Pierce Intrigue 


But 
Able 


| 
| New 
promote 


York, Dec. 14.—Seeking to 
the sale of its agricultural 
and manufactured products and 
|\those of its colonies, the French 
government has launched a cam- 
paign in four newspapers in this 
country and two in Canada. Copy 
indicates that all thoughts of the 
warring nation are not concentrated 
upon air raid precautions and the 
Maginot Line, and that France is 
more optimistic about the outlook 
than many nations farther removed 
from the battlefield. 

Circumstances surrounding the 
placing of the copy are mysterious, 
and no one here knows what branch 
of the French government is re- 
sponsible for the campaign. Inser- 
tion orders are being handled by 
Joshua B. Powers, Inc., on meager 
instructions from Havas Agency, 
which has an advertising division 
in addition to its news service. The 
(Continued on Page 4) 


offer of cash for New Year's babies | 


will be advertised chiefly through 
Esso news broadcasts heard four 
times daily over 34 stations 
(Continued on Page 32) 


Naval Battle Puts 
‘Oomph’ in New 
Travel Campaign 


New York, Dec. 15.—Believing 
that, with the war more than three 
months under way, combat areas 
had been fairly well defined, 
Moore-McCormack Lines this week 


launched a campaign promoting|few months. 

| fortnightly cruises to the “quiet” “He-men” who will soon go into 
| east coast of South America—a|action on the cup and saucer front 
| spot which turned out to be the|are Johnny Weismuller, interna- | 
jscene of the sharpest sea battle to|tionally known swimmer; Byron 
| date. Nelson, 1939 open golf champion; 
| Plans disclosed before the British |and Ward Cuff, backfield ace of 
and German navies decided to get|New York’s pro football Giants. 


(Continued on Page 34) 


| 
| 


‘He-Men’ Deride 
Theory That Tea 
Is Sissy’s Drink 


New York, Dec. 14.-—Seeking to 
strengthen its promotion by point- 
ing out that tea is not a beverage 
for the weak, Tea Bureau, Inc., has 
enlisted testimonials from several 
of the nation’s outstanding male 
athletes whose praise for the virile 
qualities of the drink will feature 
the Bureau's copy during the next 


(Continued on Page 34) 


Last Minute News Flashes 


‘McDougall Leaves McDougall & Weiss 


Chicago, Dec. 
Dougall & Weiss, 
Edward H. Weiss. 


15.—Charles H 


Mr. McDougall 


Durstine & Osborn for 18 years and later was with Henri 
Weiss formed his own agency after 


Donald. 
Hurst & 


Mr. 
McDonald and Critchfield 


McDougall 


has resigned from Mc- 


which will be continued with its present accounts by 


was art director for Batten, Barton, 
, Hurst & Mc- 
service with Henri, 


& Co. 


Rae to D’Arcy on Coca-Cola Account 


St. Louis, Dec. 15.—D’Arcy Ad 


vertising Company today announced 


appointment of Stuart H. Rae to direct creative art work on the Coca- 


| Cola Company account. Mr. 


Lee 


Jan. 


15. 


Rae has been an art director for Ruthrauff 
& Ryan and formerly served two Detroit agencies: MacManus, Inc. 
Anderson Advertising Company. 


, and 


He will take over his new post 


Minnesota Tourist Bureau to BBDO 


St. Paul, Minn., Dec. 
the appointment of the 
& Osborn as agency for the Minneso 
| tree will be in charge. 
for 1940 to tie in with the 


15.—Ann 


Minneapolis office 


ouncement was made here today of 
of Batten, Barton, Durstine 
ta State Tourist Bureau. Nate Crab- 


An expanded promotion effort is being planned 
expected increase 


in domestic tourist busi- 


ness, due to unsettled conditions outside the United States. 


Deny Communist Affil- 
iation, Level Attack on 
Matthews 


New York, Dec. 14.—The con- 


| Sumer movement starred on the na- 


| tional stage this week in a thrilling 


two-act drama that drew plaudits 
as well as boos from audiences from 
coast to coast. Act one opened with 
the movement bathed in a brilliant 
“Red” spotlight focused by the Dies 
Committee investigating un-Ameri- 
can activities, to be followed imme- 
diately by a change of scenery 
which showered sparks of indigna- 
tion ignited by groups and individ- 
uals labeled “Communist” and other 
staunch supporters of organized 
consumer activity. 

Early in the week the curtain was 
raised by J. B. Matthews, research 
director of the Dies Committee and 
formerly vice-president of Consum- 
ers’ Research and co-author of anti- 
advertising literature, who issued a 
special report on the consumer 
movement charging that the Com- 
munist party is a prime force in the 
nurturing of consumer discontent, 
and the activities of specific con- 
sumer organizations as part of its 
“Trojan Horse” policy ot fomenting 
revolution. The report also asserted 
that the sabotage and destruction of 
advertising is part of the Commun- 
ist program and that the Dies Com- 
mittee is “in possession of evidence 
which shows that a great part of 
the current popular and official at- 
tack upon advertising is the direct 
result of Communist propaganda in 
the field .of consumer organiza- 


| tions.” 


Names “Subversive” Groups 


Among those singled out by Mr. 
Matthews for special mention as 
participants in the _ subversive 
“transmission belt’ were Arthur 
Kallet and his organization, Con- 
sumers Union; Susan Jenkins and 
Helen Kay and the League of 
Women Shoppers; Rose Nelson and 
the Milk Protective Consumers 
Committee; New York Consumers 
Council; Consumer-Farmer Milk 
Cooperative; Consumers National 
Federation; Consumers Counsel of 
the Department of Agriculture; and 

(Continued on Page 31) 


Red-Tip Cigarette 
Solves Problem of 
Feminine Lipstick 


New York, Dec. 14.—In an ap- 
parent effort to overcome the repul- 
sion many women feel for cigar- 
ettes smeared red by lipstick, Ben- 
son & Hedges has brought out a 
new cigarette, especially blended 
for women smokers, which sports a 
rose colored tip. 

The Deb, as the new smoke is 
called, is a blend of oriental and 
domestic tobaccos and retails at 20 
cents plus taxes. Several years ago 
B & H sold cigarettes with a vari- 
ety of colored tips, but none had the 
lipstick-proof feature of the new- 
comer. 

Debs will not be advertised for 
the present, it was learned. After 
the first of the year distribution 
will be extended to dealers in 25 
key cities. The results of this trial 
will determine the nature and ex- 
tent of future advertising. Briggs 
& Varley handles the account. 
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ADVERTISING AGE 


December 18, 1939 


Survey Reveals 
Lack of Planning on 
Trade Promotion 


Few Specify 


Program 


Chicago, Dec. 14.—Despite almost 


universal recognition of the import- 
ance of trade promotion as a mer- 


‘handising function, a comparatively | 


small percentage of national adver- 
tisers have any definite policy re- 
garding the specific role this activity 
plays in the general 
setup, according to a survey com- 
pleted this week by ADVERTISING 
AGE. 

The study, covering a wide vari- 
ety of businesses ranging from per- 
fume to heating equipment, sought 


to learn whether advertisers pursue | 


a clearly defined policy as to dis- 
tribution of funds between consumer 
and trade advertising. 

Those who had such a policy were 
asked to describe their procedure 


Soins Froe 


FREE & PETERS is proud to announce 


that Lewis H. 
standing men in the r 
ing our organization, 


Avery. 


For the past SIX vears Lew Avery has been 
Director of Sales for WCOR-WABW, Buffalo. Dur- 


ing 1937 and 1938 he 


Sales Managers’ Division of the National Asso- 


ciation of Broadeaster 
ence. it goes without s 
will be a 
sources of all our 
friends who have spot- 


of any kind. 


He will be available 


on and after January 2. 1940, 


FREE 


CHICAGO 
180 N. Michigan 
Franklin 6373 


NEW YORK 
247 Park Ave. Ne 


Definite 
Role in Full Advertising 


advertising 


tremendous 


Plaza 5-4121 Trinity 272-8444 


regarding the percentage of the 
budget allotted to various types of 
trade promotion including publica- 
tion advertising. Those who had 
no definite policy were asked how 
such promotion was usually ex- 
ecuted. 

Of the total, 50 per cent said that 
they followed no definite policy in 
the use of trade promotion. Ap- 
proximately 25 per cent followed a 
definite policy. 


trade, although terming it “vari- 
able” in its relation to other adver- 
tising. Fourteen per cent have a 
definite policy of “no” on trade ad- 
vertising. 


Budget Figures Vary 


While the variant size of the ad- 
vertisers polled makes a_ general 
conclusion difficult, the maximum 
amount allowed for business paper 
advertising — among those follow- 
ing a definite policy—was 25 per 
cent of the total budget. This 
‘group did not include any who 
limited themselves exclusively to 
business paper copy. Other per- 
centages varied from one to ten, 
depending in many instances on 
whether the advertiser was using 


|direct mail or other form of trade 


EXCLUSIVE 
REPRESENTATIVES: 
. WGR-WKBW BUFFALO 
Os ° 

one ol the m , t out weKY cinciNwaT? 
adio industry, is join- woc DAVENPORT 
: WHO DES MOINES 
WDAY FARGO 
wow0-WGL FT. WAYNE 
KMBC KANSAS CITY 
WAVE LOUISVILLE 
WTCN MINNEAPOLIS-ST. PAUL 
, a ee , . | WMBD PEORIA 
was Chairman of the | xs ST. Louis 
WFBL SYRACUSE 

; gaat ; SOUTHEAST 2. 
Ss. \ ith -_" h ‘ xpe ri- wesc CHARLESTON 
call : : wis COLUMBIA 

‘ .) Li ‘ 4 \ 

7 ing that ew Avery + maa aien 
addition to the re- woBJ ROANOKE 

eats ’ tial SOUTHWEST 2. . 
agency and advertising KnoKe ry WwenTh-OALLAS 
broadcasting problems KOMA OKLAHOMA CITY 
KTUL TULSA 

2. PACIEIO COAST 2... 
; “Pp : KECA LOS ANGELES 
in our Chicago Office. KOIN-KALE PORTLAND 
KSFO-KROW SAN FRANCISCO 
KVI SEATTLE-TACOMA 


Eleven per cent have a definite 
policy in the use of business papers 
for the purpose of contacting the 


|promotion. If the latter was true, 
|business papers usually received 
|more than the amount allocated to 
“other trade promotion.” 
| Perhaps the most significant clas- 
| sification of the replies was the 
group which said that use of trade 
promotion “depended upon the job 
to be done.’ Answers of this type 
characterized most of those whose 
policy was termed “indefinite.” 
The “job to be done” referred to 
introduction of new products, price 


|/ments and the like. One advertiser 
said that business paper copy was 
used only because of “loyalty” to 
the industry. 
sertions annually for 
copy. Another 


bution problem is solved.” 

Those without a definite policy 
in the use of trade promotion also 
said that, whenever such campaigns 
were used, a special budget was 
usually necessary. 


New Head for WWL 


W. H. Summerville has _ been 
appointed general manager of Sta- 
tion WWL, New Orleans, succeed- 
ing Vincent Callahan. Mr. Sum- 
merville came to New Orleans from 
WGST, Georgia Tech station at 
Atlanta. 
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DETROIT 
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LOS ANGELES ATLANTA 
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Vandike 0569 Jackson 1678 


|changes, new distribution arrange- | 


Another used two in- | 
institutional | 
felt that “after 60 | 
years with one product, our distri- | 
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This picture of automobile ownership in 


the United States was presented before 


a recent session of the Temporary National Economic Committee in Washington. 
The figures are based on data released by the Bureau of Labor Statistics and the 


Bureau of Agricultural Economics. 


Only native white non-relief families are 


included in the percentages shown above. 


Ingersoll Sets 
April 1 as Date 
for New York Daily 


New York, Dec. 14.—April 1, 
| 1940, was designated today as the 
tentative date for the inauguration 
of the widely discussed new daily 
newspaper here, to be launched by 
Ralph McA. Ingersoll, former Time 
executive. He informed ADVERTIS- 
ING AGE that $1,000,000 of the initial 
capital of $1,500,000 required has 


ance to be available 
the year. 


by the first of 


Financing Is Private 


Denying many of the rumors that 
'have been circulated regarding the 
new venture, Mr. Ingersoll declared 
that a private corporation, consist- 
ing of not more than 15 investors, 
will sponsor the project. No Time 
money is involved, he added. 

No name has as yet been selected 


|for the paper, although several 
newspaper columnists have men- 
tioned “P. M.” as the title. This is 


already being 
| pointed out. 

| Promising a “new type of jour- 
|nalism,” he indicated that among 
|}other editorial innovations will be 
| extensive coverage of radio, with 
|}about 16 per cent of the paper de- 
ivoted to broadcasting. Heavy use 
of pictorial features is also planned. 
Format will be smaller than stan- 
dard newspape! 


used, Mr. Ingersoll 


SIZ¢ 


Peach Producers 
Approve Campaign 


Following an address by Sturges 
|Dorrance, president of Brooke, 
Smith, French & Dorrance, New 
York, South Carolina peach 
ers have approved a 1940 advertis- 
}ing campaign. 

The Georgia - Carolinas 
Marketing Board will 
details at a January 


Peach 
determine 
meeting 


already been raised, with the bal- | 


grow- | 


Baldwin, Cramer Join 
New Radio Network 


James W. Baldwin, formerly ma- 
jority owner of Station WGH, New- 
port News, Va., has been placed in 
charge of station relations for th: 
Transcontinental Broadcasting Sys- 
tem. 

Another personnel addition by 
TBS is Ray Cramer, formerly with 
ithe sound division of Columbiz 
| Broadcasting System. He will head 
ithe same division at TBS. 


Westfield to Hazard 
Westfield Mfg. Company, West- 
| field, Mass., manufacturer of Col- 
umbia bicycles, has appointed Haz- 
ard Advertising Corporation, Nev 
York, to handle its advertising, ef- 
fective Jan. 1. Weekly and juvenili 
| magazines and trade papers will b 
used. Leslie S. Gillette is account 
| executive. 

ee 
Deutsch Shifts 

Herschel Deutsch has resigned 4s 
| radio director of Lawrence C. Gum- 
binner Advertising Agency, Ne\ 
York, to assume an executive post 
in the New York office of Jose} 
Katz Company. 


Baker Leaves L&T 

Lynn Baker has resigned from 
Lord & Thomas, New York, effecti' 
Jan. 15. He has been with th 
agency a year and was previous! 
with J. Walter Thompson Compan) 
|New York. 


Stoll Heads W-E 

| Clarence G. Stoll, vice-presidem 
in charge of operations since 192 
has been elected president of Wes'- 
ern Electric Company, New Yor 
,; succeeding Edgar S. Bloom, Ww? 
will retire Dec. 31. 


Stewart to Brunswick 

G. R. Stewart has become adve!- 
tising manager of Brunswick- 
Balke-Collender Company, Chicag' 
He left the John H. Dunham Com- 
pany, Chicago, to assume his ne¥ 
work 
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The Gold Mine that Wasn't! 


OT SO MANY YEARS AGO, one of the largest U. S. 
mines was a gold mine in name only. 


Hidden deep under the earth, was gold aplenty. Up 
the shafts came tons of gold-bearing ore. Yet between 
shaft mouth and Company ledgers, between miner’s 
pick and accountant’s pen, there occurred a baffling 
loss of profits. 


Mine backers, chemists, engineers pondered .. . 
considered each step of production to determine how 
more of the gold in the hills could reach the Com- 
pany coffers. Finally, they had the answer—and a sim- 
ple change was made in one production process. 


> From that day on, every ton of ore was hand-picked. 
Trained hands separated white, gold-bearing rock 
from unproductive waste, and only the promising was 
processed. Due chiefly to hand-picking, the Com- 
pany’s output of gold increased over three and 
one-half times in a single year—and the value of its 
production better than quadrupled. 


> Thus, a simple application of the principle of selec- 
tivity made a gold mine live up to its name. And if 
the moral is obvious, it is one that is sometimes over- 


looked when national advertising is planned and 
placed. 


For one of today’s most common cries is to get the 
mass, buy numbers, get coverage . . . and to trust to 
the law of averages to make each ton of circulation 
yield profitable pay dirt. In the face of these preach- 
ments, it’s natural to forget that a smaller number of 
hand-picked, sifted people may assay actually higher 
than millions chosen at random. That the TIME-group 
of 700,000-odd financially-sound, alert citizens may 
total up more actual sales at a lower cost-per-sale, than 
box-car numbers of people picked at random. 


p> And the reason why this is true boils down to the 
fact that TIME-readers have more Marginal Money. 
That is, they have more of a spread between what 
they make and what they must spend to live. 


» Because they have more Marginal Money, they are 
a better market, not for the luxuries of life alone, but 
for everything a U.S. family eats, drinks, wears, or 
uses. 


‘ sy 


—~) 


Look into TIME-readers’ kitchens, and you'll find 
the shelves crowded with a variety of canned goods, 


the electric outlets hooked up to more appliances. 
Their wardrobes hold more suits and dresses, weighted 
to fit the seasons. More and better shoes adorn their 
shoe racks, and their closets contain more hats per 
head. 


In short, as many an advertiser knows, TIME-fami- 

lies buy more, and use more, of everything. Fewer 
have to lather with scraps of soap, or count the flakes 
as they fall into the dishpan. Dull razor blades are 
thrown away, not made to “do” for a dozen more 
shaves. More tooth paste is consumed, for teethbrush- 
ing is a regular morning-and-evening rite. 
» Because Marginal Money gives them choice, the 
TIME-group can buy the coffee, the cereals, the cos- 
metics that appeal to them. They don’t have to preface 
every purchase with, “What’s cheapest?” 


Far from unimportant to an advertiser is also this 
significant fact. This is the day of the newsmagazine. 
TIME, mirror of great events, has always been avidly 
read. Today, with the need to know and understand 
greater than ever, each copy of TIME is thumbed and 
rethumbed. Reader traffic per page, along with adver- 
tising linage, is at flood tide. 


For Greater Profits — 
Sell your Best Prospects First! 
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e cial events in Atlanta during the | the Capitol which is not reserving | TEAMWORK AIDS PLIOFILM GIFT APPEAL 
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inexpensive to buy-easy to make with 


'GoneWiththeWind’ 
Supported by 
$250,000 Drive 


New York, Dec. 15.—Preceded by 
a fanfare of publicity unequaled in 
film history, the movie version of 
“Gone with the Wind” will also be 
supported by one of the heaviest 
advertising budgets ever set up for 
a motion picture, it was revealed 
here today by Metro-Goldwyn- 
Mayer Picture Corporation. 


two days preceding the premiere. 
Governors of seven neighboring 
states were on hand, together with 
Clark Gable, who plays Rhett But- 
ler, and Vivien Leigh, who emerged 
from London as Scarlett O’Hara | 
after a long and highly publicized 
search. 

The problems in merchandising | 
the picture are many. The film | 
runs for three hours and 40 min-| 
utes, and thus can be shown only | 
three times daily in theaters which | 
feature a continuous program. Be-| 
cause the picture is made in Tech- 
jnicolor, the number of prints is| 
|limited and a simultaneous release 
date for the whole country is im- 
| possible. 


seats. In addition to Atlanta and 
New York, test cities will be Boston, 
Los Angeles, Cincinnati, Reading 
and Harrisburg, with other additions 
expected. Advertising copy sup- 
porting the local premieres ranges 
from 100-line teaser announcements 
to 1,000-line insertions. Donahue 
& Coe is the agency in charge. 


Drug Men Name Dorland 


Ralph E. Dorland, Eastern sales 
manager, Dow Chemical Company, 
has been elected chairman of the 
Drug, Chemical and Allied Trades 


| section of the New York Board of 


Trade. J. J. Toohy, sales manager, 
E. R. Squibb & Sons, is the new 


vice-chairman. Representative of 
the section on the Board of Trade 
will be Francis J. McDonough, 


Although the world premiere of 
the picture which cost $3,800,000 to : : : . 
produce took place in Atlanta today, | president, New York Quinine and = 79 ~ ; Phevarocing AN ~ ae 
newspaper advertising started a Because exhibitors can schedule | Chemical Works. Robert B. Mag- : ~ + - deen cit. ny 
fortnight ago in several test cities.|the feature a maximum of three | US, vice-president, Magnus, Mabee is "ieee ted 


No Cut-Rate Tickets 


Details of the national campaign|times daily, advanced prices are} & Reynard, Inc., has been re-elected sical py es 2 

will probably be completed within | necessary. M-G-M is guaranteeing | treasurer and Ray Schlotterer has cine pamee ene 
I a I wnnuet de + S guars &! been re-elected secretary. 

a few weeks. jin current newspaper copy that) 


“Gone With the Wind” is prob- | “Gone With the Wind” will not be | 


ably the only movie which was | shown anywhere except at ad- 

preceded by a Gallup poll to deter- | vanced prices, “at least until 1941.” Corsetry Names Waters 
mine the potential audience. The The New York debut is scheduled Corsetry, Inc., Derby, Conn., has 
survey disclosed that 56,000,000 | for Dec. 19. The Astor has already |@Ppointed Norman D. Waters & 


Associates, New York, to handle 


want to see it. M-G-M expects the | sold about $25,000 worth of tickets, advertising of its Slim-Efect cor- 


picture to gross between $10,000,000 | and all seats for opening night have | cots and foundation garments. Ar- 
and $13,000,000. |been taken. The picture will be|thur B. Kaplan is account execu- 
M-G-M officials planned 32 upe- lindewiened here simultaneously at| tive. 


ot 0-895 


THE GEEaTinT wame 


Four companies have joined forces to promote holiday sales of Pliofilm for use 

in making Christmas gifts. They are Goodyear Tire & Rubber Company, maker 

of Pliofilm; Butterick Fashion Magazine; Singer Sewing Machine Company, and 

Dennison Mfg. Company. This color page appeared in The Saturday Evening 

Post, with Arthur Kudner, the agency in charge. Copy stressed the inexpensive 

nature of gifts made from Pliofilm, and told of the variety of things that could 
be easily made with the new material. 


CAME TO Troy 


As the Penguin |, giant snow-cruiser for the Byrd Antarctic 
Expedition, laboriously inched its way from Chicago factory 
to Boston wharf-side mishaps forced constant changes in its 
crews plans and schedule, 


Mysterious French !vins Leaves Horlick 
: for Agency Field 
Campaign Seeks to) Don A. Ivins has resigned as ad- 
|vertising manager of Horlick’s 
Spur Sales Here |Malted Milk Company, Racine, Wis 
ito join the Chicago office of L. W 
(Continued from Page 1) |Ramsey Company, effective Jan. | 
Powers office here has received only | 1940. ; 
the bare instructions and no expla-| No successor has been appointed, 
nation. George T. Coleman, assistant ad- 
esti, ; o 7 ee ae ae _|vertising manager of Horlick’s be- 
France, Land of Liberty, reads | ing in charge. 
one current headline, “cradle of re- | 
finement and artistic creation, is . 
also the land of work well done.” Mueller in Research : 
Copy goes on to tell a quality story | , A. B. Mueller has joined Facts 
about French fine china earthen- | Consolidated, San Francisco, Pos 
eg | sales manager. He was advertising 
ware, glassware and crystal. /manager of Paraffine Companies, 
Another insertion is devoted to Ltd., for ten years. 
Algeria, termed “one of the most|_ ‘ 
beautiful lands in the world.” This |~ 
copy promotes Algerian dates, figs, | 
oranges, manderines and vegetables. | 
Besides its appeal for food buyers, | 
copy also suggests Algeria for | 
“ideal holidays” to be enjoyed in| 
“sunshine, tranquility, calm.” 
Insertions began this week and 
will appear daily until January. 
The copy is appearing in one paper | 
|of each of the following cities: New | 
| York, Chicago, Philadelphia, Wash- 
|ington, Toronto and Montreal. 


But from the start one city was positively on Penguin Vs 
itinerary, and that was Troy. For here delicate scientific 
instruments for use in the frigid wastes “down under” had 
wis been skillfully constructed, and it was here that they were to 
he placed in the strange machine, 


4A's Releases Newest 
Newspaper Study 


| _ American Association of Adver- 
| tising Agencies has issued Volume 
| VIII-b of “Market and Newspaper 
| Statistics,” covering 67 cities of over 
| 100,000 population in the United 
States and Canada. Included in the 
| Study are latest figures on popula- 
tion, number of families, income tax 
returns, audited newspaper circula- 
tions, linage and retail and general 
rates. Volume VIII-a was issued 
last June. J. J. Hartigan, Campbell- 
Ewald Company, Detroit, and Les- 
ter M. Malitz, Warwick & Legler, 
New York, are chairman and vice- 
chairman, respectively, of the com- 
mittee on newspapers which com- 
piled the study. 


Brodsky for Radio 


| George Brodsky, Advertising, 
Chicago, has been appointed to 
handle advertising of Allied Radio 
Corporation and Sonora Radio & 
Television Corporation, both 
Chicago. 


Hassinger to ANPA 


Dent Hassinger, formerly with 
Country Home, has joined the Chi- | 
cago staff of the American News- 
paper Publishers Association 


Scientific instruments are only one of the Troy A.B.C. City 
Zone’s many and varied products. Industrial diversification 
makes this major market of 119,324 consumers an unusually 
ood and stable one in which to sell your wares. . 


Magorines At Newsstands Are Purchased Only Te 
Be Reod With Avid Interest And By These In A 
Spending Frame Of Mind. Therefore The Pick or 
Advertising Prospects 


While the Penguin | is heading far afield for fresh faets. 
do a bit of exploring on your own: discover the opportunities 
awaiting vou in this $38.896.000 sales field. The Reeord 
Newspapers, Troy's sole dailies, provide blanket coverage 
here at a single rate of only le per line. 


The public poys more money over the retail newt 
stond counter for True Story then for ony other 
monthly in the world 


Most recent 12 months’ period 


$2,138,815 
. 1,760,746 
. 1,745,222 
. 1,301,356 
. 1,136,786 
American : . 1,091,893 
Ladies’ Home Journal . 924,476 
Woman's Home Companion 742,400 


True Story 
Cosmopolitan . 
Good Housekeeping . 
McCall's . . 4 
Redbook . 


THE THE TROY RECORD 
RECORD 


* Y ‘. iw w “= “4 4 = 4 
>yewerarers (THE TIMES RECORD 


THE TROY RECORD CO. 


Source: Publishers’ Statements to ABC 


15¢ True Story gives you @ larger percent of new? 


of stand « 


circulation than even leading 10e monthles 


vlotion ond smaller percent of subscripto" 
For 2! yeors, Trve Story 's premium priced newsstand 
culetion trends hove followed other premium 
product retoi! soles. The current trend of both is ¥P 


J. A. VIGER, ADVERTISING MANAGER 


Retail Note: Within the post 6 months True 


's newsstond circulation hos 
29% compored 10 7% for the some period 
last year. 
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‘mwe believe no advertising | 
campaign is complete without 
DI-NOC — or heel 


* og enti” The Di-Noc all-lacquer transfer is the quality sign of the decalcomania family. 
wet Di-Noc specializes in making the very best in signs and valances. A patented 
ae all-lacquer sign that has the highest quality of lustre and brilliance built into it 
T's —a sign that will retain the high lustre and brilliance permanently—a sign built 
Rr so that the ease of application will greatly reduce the cost of applying it and 
— one that will be durable always and outlast other types of transfers. 
Sot he Your signs are working for you 24 hours each day. They may have the greatest 
Sage value at the least suspected spot. They represent a great endorsement of 
et ee your product backed by millions of dollars in sales and advertising. 
ar ste Purchasing the highest grade signs also pays big dividends. Those who spend 
eg most of their time judging intangible investments find they cannot make a 
weet mistake by purchasing the highest in quality —especially when it is working 
egeee oy for them every minute of every day at the point of sale. 
a: ee The Di-Noc all-lacquer sign, patented, is such a quality, and will meet 
lee your requirements exactly. 


UEC: SMLL ADULKULINC 


Seeing is believing. More folks are shopping today than ever before. They 
are constantly searching for things or prices that are attractive. Sure, they get 
ideas over the radio while playing bridge in the evening or while they may be 
reading an interesting story in their favorite magazine, but when they are 
in your dealer's store with their hand in their pocketbook, that's when 
the point of sale is hot and that's where you should be every minute 


.:*" 
bd 
. 


a, of the day or night. Progressive merchants believe in Di-Noc 
lhe signs and valances for advertising value at the point of sale. FOR THE PAST 16 YEARS... 
fie : Di-Noc signs identify the progressive merchant with your The Di-Nec Manclestering Compeny hes been 
‘. Soe product giving him the backing your trademark offers. collaborating with many of the leading manvu- 
. “ as, But even more important is the fact that Di-Noc facturers in the United States in the reproduction 
ar signs identify your product at the point of sale of their trademarks, valances and advertising signs. 
Sot every milavie of the day or‘ night when Hundreds of thousands of these signs are placed 


annually in strategic spots wherever signs can be 
displayed to serve as a constant reminder of manu- 
facturers’ products at the point of purchase. 

Suggestions in the form of preliminary sketches 
can be made at no obligation to you and will be 
treated confidentially. 


the sales are hot. 


THE DI-NOC MANUFACTURING COMPANY: CLEVELAND, OHIO 


a en MR MS SLB PE Me 
DI-NOC HAS CHOSEN T THES ESE REPRESENTATIVES AS AS THOR OUGHLY QUALIFIED | 
10 S ADVISE \ ) vit You bare S$ YOUR POINT OF SALE & DVERTISING | 
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CANADIANS STUDY RADIO MERCHANDISING PLANS 


Echoes of Tower 


Magazine Collapse 
mm =- Heard in New York 


Federal Government 
Presses Fraud Case 
Against Publisher 


New York, Dec. 15.—The federal 
government’s attempt to prove that 
Tower Magazines, Inc., cheated its | 
advertisers out of nearly a million 
dollars through fraudulent circula- 
tion claims got under way in United 
States district court here this week. 


During a visit to Philco headquarters in Philadelphia, Sydney L. Capell of Toronto 
(left), managing director of the company's unit, examines 1940 plans with S. J. 
Stall, assistant advertising manager of Philco (center), and John Bennett, Hutchins 


Specifically charged with using 

the mails to defraud in an indict-|!takes the stand against his former | ager, and three auditors, R. 
ment handed down in July, 1938, | associates. Neeve, Morgan McDonough 

are Catherine McNelis, publisher, | Government witnesses called to| Raymond E. MacManis. 

her brother, John P. MeNelis, circu- | date have included five officials of | The testimony of ABC witnesses 
lation manager, and her brother-in- | the Audit Bureau of Circulations, | revealed that when it came time to 
law, Joseph P. Flynn, business|employes of Woolworth Company,|check 1932 publishers’ statements 
manager. The fourth Tower execu-|a@nd a long list of agency space|in 1933, reports of fraud in the 
tive indicted, E. Frederick Low,| buyers. | Tower operations had reached ABC. 


ABC officials who have testified An effort was made to gain verifica- 


include William Hoffman, assistant |tion of the figures from Wool- 


comptroller, pleaded guilty a few 
months ago and is helping the gov- | 


ernment in its case. He has not| managing director who is in charge | worth, which was said to have re- 
testified as vet. but real fireworks| of the New York office, J. J. De-| sented the efforts of ABC to investi- 
are expected next week when he! Viney, assistant New York man-/' gate fully. Finally, a photostatic 


Ist in 


GROCERY PRODUCTS ‘FOOD 
IN ST. LOUIS 


In the November 13th issue of Advertising Age, 


St. Louis KWK called attention to its leadership 
in lecal and national spot Food Advertising on 
the three St. Louis network stations. Our figures 


were based on the advertising of edible items. 


In the broader field of **Grocery Products’’*, ex- 


amination of station schedules reveals that KWK 


also leads” in leeal and national spot adver- 


KWK 


broadcasts 42.3',, the second station 37.3',, and 


tising on the three network stations. 


Soy the third station 20.4‘, The facts under- 


lying this leadership are important. Get them 


from the Paul H. Raymer Co. 


> ; " T ° L 0 u | 4 Thomas Patrick, Incorporated 


a a HOTEL CHASE ST. LOUIS 
Representative 

— PAUL H. RAYMER CO. 
— NEW YORK © CHICAGO © SAN FRANCISCO 
. oe 
Fi 3 

ro Media Records classification of **Food’’. 

A typical week in December. 

i “big 

is“ Z 


| 


| 


|Sweeney & James Company; Anne | 
Hopkins, J. Walter Thompson Com- | 


copy of a letter from Woolworth to 


Tower was accepted in substantia- | 


tion of the publisher’s figures. 

On cross examination, defense 
attorneys attempted to prove that 
the ABC made no special effort to 
verify Tower circulation reports 
after its initial failure to secure 
Tower's perimission for an examina- 
tion of the Woolworth records. 


Parade of Space Buyers 


Agency men who testified that 
they had purchased space for clients 
on the basis of ABC reports, and 
who reported the comparatively 
small rebates granted for failure to 
meet the guarantee of 1,250,000 
monthly, included the following: 

Henry L. Sparks, Young & Rubi- 
cam; Guy Richards, Compton Ad- 
vertising Agency; W. B. Watterson, 


|pany; Fred H. Walsh, Newell-Em- 


|circulation delivered. 


and | mett Company; John Reinecke, Er- 


win, Wasey & Co.; John C. Esty, 
William Esty & Co.; and Rudolph 
Karl, Charles M. Storm Company. 
Attorney Pratt’s figure of a near- 
inillion dollar fraud was reached by 
substracting the $33,000, which was 
paid in rebates for failure to meet 
circulation guaranteed, from 
$1,003,000 which it claimed 
should have been rebated due to an 
alleged 500,000 deficiency in the 
Thus he ar- 


Is 


rived at the figure of $970,000 as 
'the estimated fraud. 


Other witnesses have included 
James F. Leftwich, assistant secre- 
tary-treasurer of Woolworth; Mary 
J. Coyle, now an employe of Sian- 
dard Brands, Inc., but formerly 


with Woolworth; Robert Flaherty, | 
advertising manager of Pabst 
Brewing Company who was for-| 


merly advertising director of the 
defunct Tower group; and Helen 
Lynch, a former bookkeeper 
Tower. 


Joins Rickerd 

Edward C. Parker has joined C. E. 
Rickerd, Inc., Detroit agency, as ac- 
count executive. He was formerly 
president of Financial Advertising, 
Inc., and more recently secretary of 
the Mulford Company, printers. 


Rand Names Buchen 


Rand, McNally & Co., Chicago, 
has placed its advertising account 
with the Buchen Company, Chi- 
cago. Bisberne Advertising Com- 
pany continues to handle advertis- 
ing of educational text books. 


Joins Gruen Watch 


Lee Allen will join the advertis- 
ing department of Gruen Watch 
Company, Cincinnati, Jan. 1. He 
has been assistant publicity direc- 
tor of the Cincinnati National 
League Baseball Club 


Joins Healthaids 


M. Oakley Bidwell has joined 
Healthaids, Inc., Jersey City, manu- 
facturer of Serutan and V-Bev, 
advertising manager. He was 
formerly St. Louis representative 
for Birds Eye Frosted Foods. 


Middleton Shifts 


C. Brooks Middletown has joined 
fl. C. Mulberger, Inc., Milwaukee 
agency, as vice-president in charge 
of creative work He has served 
leading Chicago agencies during 20 
years in the field. 


Seiferth to “Shelter” 


Joseph M. Seiferth, Jr., has been 
appointed advertising manager of 


as 


Shelter, New York. He was formerly 
with Stetions WDSO and WSMB. 
both of New Orleans, and WFAA, 
Dalla 


the | 


for 
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Packers’ Victory 


| 
| 


Is Neat Tie-up 
for Buick Dealer 


Milwaukee, Dec. 12.—Nobody was 
|more surprised than Huck Sawyer, 
president of the West Side Buick 
|Company here, when the prediction 
|of a 27 to 0 victory for the Green 
| Bay Packers in their game against 
the New York Giants Dec. 10, made 
lin the company’s advertisement in 
\the Sentinel, proved a reality that 
| afternoon. 

| Mr. Sawyer, however, lost little 


jtime in following up his chance 
,shot with copy captioned: “Flash! 
|I was right on Saturday in my 


Sentinel ad when I forecast the 
game Sunday as ending Packers 27, 
Giants 0. 

“I’m right today when I tell you 
| I'll undersell every legitimate 


|dealer in town; and give you 90 
days before your first payment is 
due.” 


124 Photographs 
in Chicago Show 

The Society of Photographic Il- 
lustrators, Chicago, opened an ex- 
hibition of 124 selected photographs 
at Art Center, 410 S. Michigan ave- 


|nue, Dec. 16. The show runs to 
Jan. 10. 

Contributors are Wesley Bow- 
man, Gordon Coster, Fidelis Har- 


rar, Frank Hazard, A. George Mil- 
ler, Photographic Illustrations, Inc., 
Edward Rinker, Valentino Sarra, 
Gilbert Seehausen, Shigeta-Wright 
and Underwood & Underwood. 


Higher Rates for 
“Needle’s Eye” 


The Needle’s Eye, Chicago, has 
issued a new rate card providing 
for higher rates in 1940. The paper, 


published by Union Special Ma- 
chine Company, accepts only full 
pages. 


Gibson Launches Drive 


Gibson Distilling Company, New 
York, has launched the biggest 
| campaign in its history for the holli- 
day season. Large space newspape! 
advertisements feature four prod- 


ucts in the Gibson line Price re- 
ductions are stressed in somc mar- 
kets Federal Advertising Agency 


New York, is in charge. 


KFWB Increases Power 


Station KFWB, Los Angeles out- 
let for the Transcontinental Broad- 
casting System, has been granted ‘ 
night time power increase to 5,000 
watts It formerly operated oD 
1,000 watts at night 
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Tremendous Power 


made Flexible... 


ai Thats Rotogravwee!/ 


@ When armies marched on foot and battle lines were drawn up 
in close order, the only requirement for heavy artillery was that it be 
powerful . . . but in these days of mobile divisions and motorized 
attack power isn't enough —flexibility is equally important. 


: IN ADVERTISING, as in ordnance, sive coverage of the nation as a whole or of 
y modern conditions put a premium separate markets more economically. 

on flexibility. Recognizing this, On the next page some of the rewards which fall to food 
i national advertisers are today using advertisers who avail themselves of rotogravure's flexibility 
. 50% more rotogravure space than are reported. For experiences advertisers in your own field 


they did a year ago. For no advertising medium have had with rotogravure, write Kimberly-Clark. In addition 


= to manufacturing Rotoplate, Kleerfect, and Hyfect—three of 
offers greater control over advertising pressure 
the most widely accepted rotogravure -papers—Kimberly- 


and expenditures than does rotogravure. With no Si ae 
P g Clark maintains a research department and a statistical 


’ other medium can you tailor your campaign to fit bureau to serve publishers and advertisers. The Kimberly- 
, your sales problem more accurately and buy inten- Clark Corporation, 8 South Michigan Ave., Chicago Illinois. 
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“In selecting key cities for testing Spam 
advertising we purposely chose one where ta? 
rotogravure was available in a dominant the 
publication. We were anxious to find out a 
how effective rotogravure with its high atten- rm 
tion value and readership would be in the 
accomplishment of our objective. The re- vel 
sults were most satisfactory and our record hu 
speaks well for rotogravure as an adver- de! 
»  tising medium.” the 


vy E 
\z> BOSCUL COFFEE | 


“We embarked on a campaign of rotogra- ha 
vure advertising for Boscul Coffee and con- 
tinued it on a consistent basis during the for 
past 6 months. During the period we have 
had a definite sale increase.” 


| : [ie CANADA DRY 

~~ “Rotogravure was a major medium in our 
Spring and Summer advertising campaign 
for Sparkling Canada Dry Water. We used 
half pages and full pages in rotogravure in 
the principal markets of the country, and 
to rotogravure must go part of the credit 
for the sales increase which pushed Canada 
Dry Water to the highest sales peak since 
this club soda was introduced.” 


— a. 
a GROCERY STORE 


PRODUCTS SALES CO., 
INC. 


“Rotogravure was used exclusively for 
Jacobs Mushroom advertising. Sales for the 
quarter during which advertisements ap- 
peared showed a definite increase in cities 
where the rotogravure campaign ran.” 


4 Established 1872 * Neenah, Wisconsin * 67 Years of Service 
NEW YORK LOS ANGELES CHICAGO 
Fi 122 East 42nd Street 510 West Sixth Street 8 South Michigan Avenue 
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December 18, 1939 , 
. JERSEY CUTS THE PRICE | trued_together in order to deter- | | tax law is the nesttinaind of Jersey | ‘O'Brien in alia by 
fa e arrier est mine the legislative intent. In short,| cigarettes by dealers who sell in s Ant Club 
a statute is construed as a whole.”| New York in defiance of the law. an onio 
s 2cti Wr 3: “It j itv has ; i it is | ack O’Brien, sales manager, 
Vv ! Section 77 reads: “It is one of the| The city has admitted that it is| _ Jac ; —_ ma er, 
Case ls Deferred Save on Cigarettes! fundamental rules in the interpre-| powerless to prevent Jersey dealers | Ormsby Chevrolet Company, was 


Until January 15 


New York City Granted 
Postponement in Chal- 
lenge of Tax Tactics 


New York, Dec. 12.—The case of 
People vs. Crain, involving a test 
of the legality of New York City’s 
action in arresting residents of the 
city who purchase cigarettes in New 
Jersey for personal use, was post- 
poned again here today when coun- 


Order from this reliable organization — 
in business over 20 years! 


sel for the city was granted 
additional time to prepare its case. | 

The test is being made by Apver- 
tistinc AcE following the arrest of | 
a member of its New York staff, | | 
Kenneth C. Crain, who was appre- 
hended for carrying three cartons 
of cigarettes home from a business | 
trip to Jersey. Cigarettes are three | 


Luckies - Chesterfield - Camels —_ee 
BERGER 


»| Old Gold - Dunhill - Raleigh 
Spud-Sweets-Piedmont-Fatima iets 
CARTON 


FoR 
CUT PRICES iN GAY 
ON 
CIGARS 
J 


HOLIDAY 
WRAPPER 
10 Packs 


RR QEK 


1.32 


Minimum 3 Cartons @ hii Extre—See Schedule Below 
Shipped Paerces Post ineured 
PERFECT ARRIVAL GUARANTEED 
IN SPECIAL CORRUGATED CONTAINER 
NO DELAY! 


Orders shipped same ¢ ace 
dey on receipt of , Ss 
check or money order 


TERRE ILVERROD Me ons... 


DEPT. W, 14 JOURNAL SQUARE, JERSEY CITY, N. J. 


VICEROY, KOOL 
PHILIP MOR 
PALL MALL 

AREYTON 


All 10c Brands 9. 


> Lge mtive a80 te or canon 


This copy is typical of many advertise- 
ments now appearing in New York news- 
papers, soliciting mail order sales as a 


| means of overcoming the differential be- 


tween cigarette prices in the metropolis 
and quotations in neighboring com- 
munities. 


cents a package cheaper across the| and 77 of the Article on Statutes 


river due to extra state and city|and Statutory 


taxes in New York. Mr. Crain de- 


Construction ap- 


proved by the Board of Statutory 


manded a trial wheh arraigned but Consolidation of the State of New 
the city requested and was granted | | York. 


a week’s postponement. The new | 


Section 59 declares, in part: “It 


postponement puts off the case until | js an important rule in the inter- 


Jan. 15. 
When the case was called before | 
Magistrate Richard F. McKiniry 
yesterday, city officials went into a 
huddle with the court and emerged | 
with a formal request for a further 
delay. Magistrate McKiniry granted 
the motion over the strenuous pro- | 
tests of Mr. Crain, a former prac-| 
ticing attorney who is participating 
in the preparation of his own case. 
Holds City Should Be Ready 


Mr. Crain pointed out that the 
law under which he was arrested 
has been on the books for some 
time, and that city attorneys should 
be prepared to try the case. Counsel 
for the city pointed out that a sim- 
ilar case tried last Friday may be 
passed upon by the Appellate Divi- 
sion by Jan. 15, which might render 
pursuit of the Crain case unneces- 
sary 

The case referred to involved a 

man who was arrested for im- 

ng 16 cartons of cigarettes. She 
pleaded not guilty, was tried in| 
magistrate’s court, found guilty and 
fined $25. Her attorney immediately 
announced plans for an appeal, and 


+} 


he intention of pushing the case all 


the way to the United States Su- 
preme Court if necessary. 


Two Cases Differ 


The city apparently hopes to} 
iraw a legal similarity between the | 
vo test cases. The woman, Ruth 
Anderson, testified that money for 
most of the cigarettes she purchased | 
lad been given her by a brother, | 
with whom she lives. Thus she 

ed as an agent, which might be 
gally construed as a dealer under 

city law. 
eems unlikely that a verdict 

Miss Anderson’s appeal will be 

ded down by Jan. 15, the date 
the reopening of the case 


¢ f 
( LO] 


ving Mr. Crain. 
Appearing as attorney for Mr. | 
“rain was Mitchell B. Carroll, in- 


national tax expert whose work 
ually far removed from a mag- 
te’s court. Both he and Mr. 
in do not dispute the right of | 
city to collect taxes on retail | 
within New York City, but | 
against the restraint of the 
of an individual to move from 
tate to another with properly 
tired merchandise. 


Defense’s Case Outlined 


d the case not been summarily | 
‘poned yesterday, Mr. Crain and 
Carroll were prepared to pre- | 
a motion for dismissal of the 
ge on grounds that evidence 
not show a violation of the city 
ette tax statute, that there is 
rovision in the law under which | 
enalty could be imposed, and 
t the alleged violation was based 
nN an interpretation of the tax 
which is'contrary to sections 59 


| pretation of statutes that all parts 
|of an act are to be read and con- 


tation of statutes that of two con-| 


structions which can be given an 
ambiguous statute, that which will 
cause objectionable results is to be 
avoided. The legislature is pre- 
sumed to have intended that good 
will result from its laws, and a bad 
result suggests a wrong interpreta- 
tion. Hence a construction which 
will cause inconvenience, hardship, 
injustice, mischief or disaster, to an 
innocent person, or one which is 
contrary to reason, or equality, or 
which produces an inconsistent, in- 
effective, unpracticable, or uncon- 
stitutional statute, or which imputes 
bad faith to the state, or makes a 
radical innovation in a long estab- 
lished rule of law, or tends to sac- 
rifice great public interests, is 
shunned by the courts.” 


Defendant Not a Dealer 


The motion was also to have 
claimed that evidence shows that 
the defendant is not a dealer under 
the specific definition of the term in 
the law, that the cigarettes were 
bought by Mr. Crain in proper 
fashion for personal use, and that 
the city’s interference with this 
lawful procedure violated both the 
United States and the New York 
State Constitution. 

Perhaps a more important aspect 
of the city’s attempt to enforce its 


from advertising bargain prices in 
New York papers and selling by 
mail, but enforcement of the ban on 
imported cigarettes for resale here 
is being attempted. Several arrests 
and convictions have been obtained, 
and the practice is being continued 
on a heavy scale. 


Plenty of Bootlegging 


Business buildings in New York 
are regularly solicited by peddlers 
offering tax free cigarettes brought 
in from Jersey. It is felt that even 
the most diligent efforts at enforce- 
ment must fall far short of success 
in view of the heavy commercial 
traffic daily between New York City 
and adjacent Jersey communities 


pack cheaper. 

Ever since the two-cent state tax 
became effective July 1 which was 
in addition to the existing one-cent 
city levy, the city has been trying 
to enforce the law against boot- 
leggers. It has been only recently, 
however, that private citizens pur- 
chasing cigarettes for personal use 
have been placed under arrest. The 
cases involving Mr. Crain and Miss 
Anderson are the first tests of the 
legality of the city action in con- 
struing private citizens as dealers, 
and thus subject to penality for tax 


| evasion. 


re-elected president of the San An- 
Advertising Club 
annual meeting. Ben Gernsdorf, 
Gunter Hotel, was elected vice- 
president, and Mrs. Lucille Griffin, 
A. B. C. Multigraphing Company, 
secretary-treasurer. 

New directors are Aubrey Kline, 
San Antonio Brewing Association; 
Cecil C. Bullare, Karotkin Furni- 


tonio at the 


ture Company; R. B. Dodson, San 
Antonio Coca-Cola Company; Mrs. 
Maureen Knapp, The Vogue; Ed 


Gauthier, San Antonio Public Serv- 
ice Company; G. E. Vandergrift, 
Clegg Company, and G. R. Weber, 
Southwestern Bell Telephone Com- 
pany. 


Barndollar Will 


| Return to ANPA 


where cigarettes are three cents a) 


Ga AS GOOD AS 


John M. Barndollar, once asso- 


iciated with the American News- 


paper Publishers Association, will 
return to it as secretary of the Bu- 
reau of Advertising late this month. 

Mr. Barndollar has resigned as 
national advertising manager of the 
Berkshire Evening Eagle, Pittsfield, 
Mass., effective Dec. 23. 


Starts Insurance Drive 

United States Fire Insurance 
Company will shortly begin an ad- 
vertising campaign in Business 
Week and other business and finan- 
cial papers. Cowan & Dengler, 
New York, is the agency, with Ray- 
mond D. Parker account executive. 


Farmers pay TWICE as much for their Midwest Farm Papers 
as they pay for the average National farm paper. Yet, in the 
8 key Midwest farm states there are... 


awicE AS May, 
as SELL TWicg 


for every 


yh 


2 farm subscribers to the 
Midwest Farm Papers 


H farm subscriber to the 
> average National. 


.In fact, you reach more actual 


midwest farms with the Midwest Farm 
Papers than with all National farm 
papers combined. 


THE MIDWEST FARM PAPERS 


CHICAGO—46 N. Michigan NEW YORK—250 Park Ave. 


wee 


SAN FRANCISCO—Russ Bldg. DETROIT—New Center Bidg. 
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ADVERTISING AGE 


December 18, 


Urges CCA Papers | 


to Help Study 
of Readership 


Chicago, Dec. 13—H. H. Sim- 
mons, advertising and sales promo- 
tion manager of the Crane Com- 
pany, today urged Controlled Cir- 
culation Audit to join other organ- 
izations in evolving a method of de- 
termining the readership, as con- 
trasted with coverage, of business 
papers. Addressing a meeting of 
Chicago members of CCA and 
guests, Mr. Simmons brought the 
news that the Advertising Research 
Foundation, sponsored by the Asso- 
ciation of National Advertisers and 
American Association of Advertis- 


ing Agencies, is giving serious con- 
sideration to making this subject 
one of its 1940 projects. 

Mr. Simmons gave three reasons 
why facts are needed on business 
paper readership. In some cam- 
paigns a decision must first be 
reached as to whether it is better 
to use business papers or general 
magazines. Data on “reading mo- 
tives” would provide a quick solu- 
tion to this problem. 

Secondly, without any knowledge 
of the degree of actual readership 
of a business paper, it is only a 
guess as to whether a 6, 13, 26, or 
52 time schedule is necessary to get 
a message over to its audience. 

Finally, he pointed out, factual 


determine effective copy themes. 


Dodge Launches 
“Industrial Buying” 


“Industrial Buying,” a new bi- 
monthly house organ, has been 
launched by Sweet’s Catalog Serv- 
ice, division of F. W. Dodge Cor- 
poration, New York, to aid those 
regularly responsible for selection 
and specification of industrial equip- 
ment and materials. 

The paper will be distributed 
without charge to qualified organ- 
izations and individuals who receive 
Sweet’s Catalog Files. 


WGEC in Louisville 
The Federal Communications 
Commission has authorized Station 


| New Albany, Ind. 


Three for Raymond; 
Smith Joins Agency 

L. Raymond Company, Los An- 
geles, has been appointed to handle 
advertising of Hollywood Artificial 
Flower Company, Margaret F. 
Hatch Studio and Automatic Self- 
Leveling Ladder Company. 

Marce Smith has joined the 
agency as account executive in 
charge of the radio department. He 
was formerly with R. H. Alber 
Company. 


New KEX Frequency 


KEX, one of the two radio sta- 


tions of the Portland Oregonian, has 


changed its frequency from 1180 to 
1160 kilocycles, to avoid interfer- 


, é > WGRC to designate its main studio | ence from KOB, Albuquerque, N. M. 
information on readership would|as being in Louisville instead of |The nearest station on the wave | 


length is WOWO, Fort Wayne, Ind. 
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PEE a Oe as ee — — 
In Salt Lake City 
—a— o 1, Deen a ee 


MORE readers than 


any National Magazine! 


Take a look at the panel at the right. 
listed, The Family Circle is the only one that is read by more than 
20% of Salt Lake City families. That’s penetrating coverage! 


And FC is available only to shoppers in important chain groceries, 
which means penetrating coverage of good customers! 


As for advertisements in the The Family Circle, 32 separate 
studies show that they invariably get higher reader attention than 
advertisements in magazines containing 5 or 6 times as many 
pages. That means penetrating coverage of good customers who 


will see your message! 


Of the leading magazines 


THE FAMILY CIRCLE 


Coverage of Salt Lake City families by 


leading magazines 


23.5% 


Women's Monthly Magazines 


Good Housekeeping 17.8% 
Ladies’ Home Journal 15.4% 
McCall's 15.0% 
Woman's Home Companion 9.7% 
General Weekly Magazines 

Liberty 19.4% 
Saturday Evening Post 15.3% 
Collier's 15.1% 


The Family Circle is the only women’s magazine 


that offers this sales-stimulating combination of 


penetrating coverage, 100% housewife-shopper read- 


ership, high observation of advertising—and weekly 


frequency. 


For these 1,400,000 advertising-conscious housewives in your best 


markets, the cost is only $2800 a page. 


THE FAMILY CIRCLE 


“Every reader a customer” 


NEWARK 


NEW YORK 


CHICAGO 


In these cities of 50,000 population or 
more, The Family Circle goes into more 
homes than any national magazine. 


Berkeley Philadelphia 
Chester, Pa. Portland, Ore. 
Cleveland Pueblo 
Dallas Richmond 
Denver Sacramento 
E! Paso Salt Lake City 
Fort Worth San Diego 
Fresno San Francisco 
Little Rock San Jose 
Lincoln Seattle 
Los Angeles Spokane 
Oakland Tacoma 
Oklahoma City Tulsa 
Omaha Washington 
SAN FRANCISCO Wilmington 


Iodent Studying 
Copy Results on 
New Cough Drops 


Detroit, Dec. 14.—The Iodent 
Chemical Company has _ secured 
satisfactory distribution in leading 
markets for its new LC (“Liqwid 
Center’) cough drops, designed to 
combine the convenience of the or. 
dinary cough drop with the effective 
action of a liquid cough medicine. 
Exhaustive copy tests, initiate 
with the arrival of cold weather, 
will be continued during the winter, 
with virtually every medium used. 
Vanderbie & Rubens, Chicago, is the 
agency. 

One of the most difficult produc. 
tion problems in connection with 
the new product was development 
of a type of cough liquid which 
would not dissolve the sugar of the 
hard candy shell. When that was 
answered, the company began 
building special automatic machin. 
ery to mold the hollow cough drops 
and fill them with a scientifically 
measured amount of cough liquid, 

Nine Liqwid Center cough drops 
are packed in a snug little metalized 
pocket-size pack, selling for 15 
cents. The company asserts that its 
new product regresents the first im- 
provement in cough drops since 
they were first marketed half a cen- 
tury ago. 


Sales Conference 
to Meet in Boston 


The first Boston Sales Manage- 
ment Conference will be held at the 
Hotel Statler Jan. 5-6. E. C. John- 
son, president of the H. A. Johnson 
Company, Boston, is chairman of 
the committee in charge. 

Among speakers scheduled are 
Arthur W. Ramsdell, Borden Com- 
pany; F. B. Heitkamp, American 
Type Founders, Inc. Burton Bige- 
low, consulting sales manager, Buf- 
falo; A. C. Monagle, Standard 
Brands, Inc.; K. N. Merritt, Railway 
Express Agency; C. Y. Belknap, 
Tradeways, Inc., and Ralph J. 
Cordiner, Schick Dry Shaver, Inc. 


First Service Station 
Presented in Film 


The birth of the “service station” 
is shown in “Building the West,” 
new sound film produced for Stand- 
ard Oil Company of California by 
Dowling & Brownell, of Hollywood 
The first service station, established 
in 1907 in Seattle, was recon- 
structed from old photographs for 
the movie. 

Factual narration, natural sounds 
and a musical score are other fea- 
tures of the new film. 


Yankee Network 
Combats Propaganda 


The Yankee Network made its 
facilities available for a new series 
of talks to combat anti-advertising 
propaganda, which started Dec. 13 
at 6:15 p. m. 

Philip J. McAteer, vice-president, 
Advertising Federation of America, 
inaugurated the series, “The Con- 
sumer Should Know,” and will ap- 
pear each week at the same time. 


————————————— 


KAUFMANN & FABRY CO 
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ADVERTISING AGE 


“ACROSS THE BOARD” 


| 


7, 


L 7 a= 


and SATURDAY and SUNDAY, too/ 


Long before “across the board” was added to Advertising’s vocabulary, success- 
ful local advertisers were hammering away building their business fences “Mon- 
day through Friday”... and Saturday and Sunday, too! 

Without popularity ratings or coincidental checks, they knew from experi- 
ence that newspaper advertising used frequently and consistently was the most 
economical and effective way to keep customers coming in and merchandise 
moving out. 

National advertisers, on the other hand, almost without exception, grabbed 
a handful of newspaper advertising, and skipped lightly around their sales ob- 
jectives, nailing a board here and there with gaping holes between. In Oklahoma 
City last year for example (typical of other U. S. cities), the 50 largest retail 
advertisers averaged 107.6 advertisements each during 40 weeks of the year in 
The Daily Oklahoman. The first 50 national accounts averaged only 30.6 ad- 
vertisements each over 23.7 weeks during the entire year. 

Is it not probable that national advertisers, borrowing blueprints for success- 
ful business-fence building from local advertisers. would experience immensely 
magnified results from using Advertising’s most powerful selling force ade- 
quately and consistently throughout the year? Perhaps this is a new idea in 
newspaper advertising. In other media it’s already an established practice. 


This is one of a series of advertise- 


——EE 


homan and Oklahoma City Times in 
the interest of a better understanding 
between advertisers. advertising agencies 


nd publishers 


| 
| 
i 
| 


ments sponsored by The Daily Okla- et if “ 1) af oi, D iL, at ns Ore 


Oklahoman, last year. 


First 50 ACCOUNTS 


Steady Hammering With Newspaper Advertising 
Builds Business For Local Retailers 


Typical of other U. S. cities over 100,000 are the space- 
buying practices of local and national advertisers as analyzed 
in Oklahoma City’s 7-day morning newspaper, The Daily 


LocAL NATIONAL 


Average Number Weeks Represented 


Average Number Advertisements per 
Year per Account..........-..- 


Average Total Linage per Year per 
POOOUMR nc cvcesvers <<. 


40.0 23.7 


107.6 30.6 


. 67,156.5 14,593.7 


AN © OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING 
OKLAHOMA CITY 


a COMPANY 
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THE FARMER-STOCKMAN # MISTLETOE EXPRESS # WKY. OKLAHOMA City #4 KVOR. CoLtorapo Sprincs # KLZ. Denver (Affiliated Mgmt.) 4 THe Katz AGENCY, INC., REPRESENTAT! 
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5S : . Lady Pepperell | BORDEN ROUTEMEN CATCH HOLIDAY SPIRIT Paramount Bud ets 
~ Pepsi-Cola Wins | Towels to Make Debut | g 


Canadian Fight 
Against Coca-Cola 


Pepperell Mfg. Company, Beoston, | 


| will introduce Lady Pepperell bath | 


towels soon. Tentative plans for 
advertising have been formulated | 
through Batten, Barton, Durstine & | 
Osborn, Boston. 

The company will consolidate the 


| campaigns hitherto used for muslin | 


Supreme Court Re- 
verses Verdict Handed 
Down in 1938 


Ottawa, Canada, Dec. 12.—Pepsi- 
Cola Company today emerged vic- 
torious in one of the many legal | 
conflicts it has waged with Coca- 
Cola Company when the Canadian 


and percale sheets, a survey show- | 
ing that the same type of consumer | 
buys both. American Home, Good | 
Housekeeping and McCall’s are in- | 
cluded in the list for the annual | 
January sale. 


“You” Moves | 
You has moved its editorial offices | 
to 22 East 56th street, New York. 
Circulation and advertising depart- 
ments will remain at 666 Fifth ave- 
| 


For the second successive year route salesmen of Borden's Dairy Delivery Com- 
pany are participating in a Christmas drive sponsored by the San Francisco 
News to bring gifts to the city's needy children. As they make their daily rounds 


Will Set New 
Peak in 1940 


Los Angeles, Dec. 12.—Domestic 
newspaper and magazine budgets of 
Paramount Pictures, Inc., for 1949 
will exceed those of any previous 
year, Barney Balaban, president, 
announced today. 

The greatly increased attention to 
the domestic market, Mr. Balaban 
said, has resulted from the loss of 
many export markets and the com- 
pany’s desire to realize maximum 
results from its outlets here. He 
added that Paramount’s magazine 
and newspaper expenditures in re. 
cent months have been more than 


Supreme Court handed down a| nye the milkmen gather up discarded toys for transfer toa volunteer workshop where $500,000 above that for any similar 
judgment reversing a previous ver- | , — repairs are made. Several truckloads of happiness for the kids have already been period in the company’s history, 
dict in favor of C Cola in the} rounded wp. Increased production costs and 

ict in- aN or 0 oca-Cola in the! To Represent WIRE mm. ; ts es p an 
companies’ trade mark infringement | FE C. Pulliz — other uncontrollable items were 
argument. ugene C. Pulliam, owner o a- | 


| 
Coca-Cola Company brought ac- | 


tion WIRE, Indianapolis, has a 
pointed George P. Hollingberry 


Steel Agency Opens 


Wheeler Expands 


Frank R. Steel Associates, new Wheeler, Kight & Gainey, Inc., 


tion against its chief competitor’ Company as exclusive national rep- | Chicago agency, has taken offices at | Columbus, O., has leased the entire 


here in 1938, charging that Pepsi- 
Cola had infringed on the Coca-| 
Cola trade mark. The Exchequer | 
Court held Coca-Cola’s claim valid, 
enjoined Pepsi-Cola from further | 
sales in Canada and ordered it to | 
turn over all advertising material | 
to Coca-Cola and to pay costs. Re- | 
ports of this litigation between the | 
companies appeared in ADVERTISING | 
AGE Aug. 15, 1938. 

Execution of these orders was de- 
layed, however, pending the appeal | 
in which Pepsi-Cola was today vic- 
torious. 


Cola Held Generic Term 


Counsel for Coca-Cola has an- | 
nounced its intention of carrying | 
the fight to the Privy Council in| 
England, the final court of appeal | 
for this type of case. 

Appealing the previous adverse | 


decision, Pepsi-Cola claimed that! 

its competitor had no right to reg- | 
ister the world ‘‘Cola’’ because | : 
it is descriptive of an_ ingre-| 


dient widely used in soft drinks and 
included in the names of products | 
made by several other manufactur- | 


ers. Although agreeing with this, | 
the supreme court also held the 
Coca-Cola trade mark valid and 


dismissed a counter claim of Pepsi- 
Cola. 
It's an Old Battle 
Legal warfare between 
soft drink manufacturers dates 
back to 1931, and on ve cuetinary ted 
side has been further enlivened by | 
the internal battle for control of 
this company. 
When Coca-Cola 
against Pepsi-Cola 
latter answered in 
charges of 
and 


the two| 


brought action 
in Canada, the 
part by filing 
its own in New York | 
Washington. In New York, | 


Pepsi-Cola asked an _ injunction | 
against alleged “intimidation of 
dealers.” It also filed a petition in | 
the United States Patent Office ate | 
tacking the validity of the Coca-| 
Cola trade mark. 

Current advertising plans of | 


Pepsi-Cola Company in the United | 
States are reported elsewhere in 
this issue 
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resentative, effective Jan. 1. 


' 360 N. Michigan avenue. 


second floor at 74 E. Long street. 


-.+ BUT MISS DEVOON, 
WHEN YOU SAID “EXTRAS”, | 
—=q THOUGHT YOU MEANT YOUR 
EXTRA LADY LISTENERS* ON 
THE RED NETWORK! 


also listed by the movie chief as 
factors making necessary a greater 
attention to advertising and promo- 
tion plans. 


ure, NBC 
look “Hollywood” 


“Colossal” indeed is the Red's regular listening audience—day or night, 


by facts unearthed in the only net- 
male or female. It’s by far the biggest in the business. “Stupendous” 


work survey ever made which cov- 


STN Nt 


lh we 


i = 


ered not only the usual radio research 
territories, but the “Other Half” of 
the national radio audience as well— 
the previously “uncharted” areas 
where 51% of all U.S. radio-owning 
families are located! 


too, is the number of families who “listen most” to the Red. Neverthe- 
less, they’re facts proved by radio's most complete circulation study— 
the only one ever made which covers both halves of the radio audience! 


ous Grange 
ed through 


Orego" 
Granger 
\aapington Grange News 


With your own future profits in mind, 
consider two facts. First, among the 
many Red Network boosters are the 


beauty aid makers, who preferred the 


propriated more money for the Red 
Network than for any other single 

New Light on Radio 
The revelations in the “Other Half” 
story prove many things of great- 
est importance to advertisers. Fact 
are brought to the fore which n° 
profit-minded advertiser can ignore: 


advertising medium in the world 
over $31,000,000! 

Red by a two-dollars-to-one margin This, we believe, is conclusive evi- 
over any other network during the 
first nine months of this year. Second, 


79 national advertisers last year ap- 


dence of the confidence advertisers 
have in the Red Network’s ability to 
sell goods. A confidence substantiated 


GRANGE FARM GROUP | 


MILLS BUILDING @ SAN FRANCISCO 
Representatives 

J. Wm. Hastie, New York + F.E. M. Cole, Chicago 

Duncan A. Scott, Pacific Coast 
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1 | pany. | produced by them, but imported] the board adopted the code of ethics 
its Liquor Board | The Board announced its decision | and domestic whiskies and allied |of the Distilled Spirits Institute and Rumford Develops 
/following a night session Dec. 7,| lines for which they are salesjan_ Institute representative was New Package 
| after which Dr. Walter H. Hitchler, | agents. Brands involved are, for a into m9 state = assist the 
| chairman, telegraphed 580 state re-| Calvert: Old Drum, Calvert Re-|enforcemnt offic in obtaining evi- 
Suspends Three | tail stores to withdraw all mer-| serve, Calvert Special, Calvert gin|dence of code violations in sales- and Copy Theme 
chandise of the three companies | and Lord Calvert whisky; Oldtyme: | man-licensee relations. Rumford, R. I., Dec. 13.—Design 
suc ° 4 |'from sale at the opening of busi-| Green River, Three Feathers, Green of a new package for the well 
S of in ennsy Vanila | ness Dec. 8 and not to proffer them | River gin, Green River Canadian, “ . ‘ |known baking powder of Rumford 
940 until Dec. 23, Christmas eve, when | Maywoode, Grand National, Stone Kodak Begins Gift Drive |Chemical Company has been ac- 
Ous ° the period will have ended. Re-| Cellar, Three Feathers gin and| Eastman Kodak Company, Roches-|companied by a shift in copy 
a, H eav y Pre-Christmas tail licensees, however, will be per-| Kentucky Valley whisky; Browne | ter, , ; — a? age | themes for the product, it was an- 
. mitted to sell such brands by the| Vintners: Wilson That’s All, White|mas gift campaign Dec. in 207 | nounced today. 
1 to Trade " Lost; Salesmen oe oe long as present sedis habe Horse Scotch, Union Leader, Remy | newspapers in 134 cities, 25 national} Current copy features human 
ban Also Hit out. 'Martin Cognac, Cointreau, Bur-|™@8azines and business com. | interest themes instead of recipes. 
‘ ’ . : Copy stresses the fact that the com- ate ‘sei a Sie 
5 Of ” |nett’s gin, Fratelli Branca Italian| ~ *°, S : - These recipes formerly appeared 
ym Union Charges “Boycott 5 "ogg pany’s products are being offered | | = chin seh Sitensiradl f k 
c Harrisburg, Pa., Dec. 14.—Alleg- Vermouth, Burnett’s sloe gin and| at the lowest prices in years. J.|3 ong with an illustration of a cake 
‘um ng “improper trade practices,” the While the distillers themselves! Piper Heidsieck champagne. | Walter Thompson Company, New | baked with Rumford baking pow- 
He Pennsylvania Liquor Control Board | had nothing to say for publication, The cause of the suspension is | York, is the agency. | der. 7 
zine has suspended three distillers both| their cause was espoused by the| said to be rebates and other illegal Pg 4 saian tune os. snes 
wis ‘rom advertising and doing business | Pennsylvania Federation of Labor,| inducements to retail licensees . | § : < : . 
han in the state or 15 days, ‘neteding nbrarvrn told the liquor board that| made by salesmen of the three dis- Fawcett Adds to Comics and asking, Mom, could ~~ send 
lar the Christmas shopping period,| “You have placed a boycott upon| tillers. The board visited its wrath| Fawcett Publications, Inc., New|™e one of your cero 
y. when such companies normally| goods being produced under the|upon the salesmen also, canceling| York, will begin immediate dis- The ogg oo includes preteen 4 
and transact about 25 per cent of a|best working conditions which ex-|the permits of two to represent | tribution of Master or —— of nae eaner, be esc 
—_ year’s volume. The distillers hit| ist in the distilleries of the United | liquor companies in Pennsylvania, se soap pny Prams ote 4 pono gig and newspapers in 
Pun by the order are Calvert Distillers | States.” suspending 12 others for periods| ith the companion magazines, The new package for the product 
ater Corporation, Oldty me Distillers,| The ban against the three com-| ranging from 10 to 80 days, and| Whiz Comics, and Slam Bang Com- | ;. Mthographed on tin, featuring the 
—_ Inc., and Browne Vintners Com-| panies includes not only products|reprimanding 14 others. , , 


Last July | ics, or singly. silhouette of Count Rumford, hon- 
: ored last June when the company 
celebrated the 80th anniversary of 
baking powder. Made by the 
American Can Company, the new 
can has a knurled top which pre- 
vents slipping, a screw top that 
locks and an inner safety seal that 
is odor and moisture proof. It will 
be featured in consumer copy to 
appear in the middle of January. 


Slight Gain for 
Business Advertising 

Advertising volume in November 
issues of 111 business papers was 
up 5.9 per cent over like issues of 
a year ago and for the eleven 
months was 1.6 per cent above the 
total for the 1938 period, a slight 
increase over the gain registered 
for the ten month period, according 
to Industrial Marketing. The in- 
dustrial group, as reflected by re- 
ports of 79 papers, carried 8.1 per 
cent more business this November 
than last year and is one per cent 
ahead for the eleven months. 

The trade group, including 21 
publications, suffered a 4.7 per cent 
loss for November issues, but still 
remained ahead of last year’s rec- 
ord to date by 4.3 per cent. Eleven 
papers in the class group jumped 
their advertising volume 7.9 per 
cent above November, 1938, issues, 
and thus remain ahead for the 
period by 0.3 per cent. 


i 


Storey to Agency 

Fred Storey has joined Gott- 
schaldt-Humphrey, Inc., Atlanta, a 
division of C. P. Clark, Inc. He has 
been advertising manager of the 
Auto-Soler Company, Atlanta, and 
was formerly with the Atlanta 
Journal. 


— a 


“Transcript” Five Cents 


The Boston Evening Transcript 
increased its daily price to five 
cents, effective Dec. 5. The Satur- 
day price will be ten cents. 


Extend Stamp Plan 


The federal food stamp plan for 
the distribution of surplus food 
products has been extended to San 
Francisco. 


*Women-wise advertisers of cosmetics and shampoos know what the Red 
can do. That is why they invested $1,204,000 in the Red Network during 
the first nine neathe of 1939—more than twice as much as in any other, 


Red Network figures 
-but they’re facts! 


i Puzzling time-buying knots are un- __ this astonishing story, you'll agree _ night-time programs. The Red’s extra 
ali raveled. Proof is given thata CAB that there arereasons aplenty forthe —_ national coverage means extra sales 
i rating on the Red means a greaterna- high regard in which the Red is held _ for you. 
* of tonwide audience for a program than __ by present advertisers. You'll know You are invited to join the Red’s 
1 the same rating on another network. why it is the country’s No. l adver- _ long list of distinguished, profit-wise 
-_ Inshort,acompletely new concep- _ tisingmedium...why,eversincenet- —_ customers! 
ing tion of comparative network circula- work broadcasting began, it has aired NATIONAL BROADCASTING COMPANY 
tions and values has been born! As the majority of the leading day- and —_a RADIO CORPORATION OF AMERICA SERVICE 
one agency executive put it “At last Tap the Nebraska- 
| understand how radio works, and pt gh ett gee 
alf” why the Red Network produces extra marke rough one 
eal- results for my cliente!” NB e NETWORK newspaper— 
er Missing Extra Sales? THE OMAHA 
ee We believe that when you hear all of The network most people listen to most WORLD-HERALD 
National nee Repre- 
O'MARA & ORMSBEE. Inc. 
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The Dies Report on Consumers 


The Dies committee has issued a 


report on the origin and sponsor- | 
movement | 


ship of the consumer 
which is important enough to de- 
serve careful consideration. It em- 
phasizes the belief, held by many 
in the advertising and publishing 
field, that attacks on advertising 
and advertised products emanating 
from consumer groups have 
inspired by radical elements chiefly 
interested in promoting commu- 
nistic and other alien philosophies. 


While it may be true that radicals 


have attached themselves to the 
movement and in some cases control 
individual groups which purport to 
speak for organized consumers, 


believe it would be a mistake of 
policy for the advertising field to 


assume that the movement a 
whole can be dismissed as of com- 
munistic origin. Its development 
has been over too large an area and 
has embraced too many organiza- 
tions of unquestioned standing to 
make this a satisfactory solution of 
the problem. 

Regardless of the original motives 


as 


back of consumer organization, and | 
regardless of the economic and so- | 
cial philosophies of some of those 


who 
with 


have associated themselves 
the movement, the fact re- 
mains that consumers are organized 
on a broad front, and that they have 
presented demands for. certain 


types of product information which | 
it 


many manufacturers have found 


been | 


we | 


wee to supply. 

In other words, we believe that 
the problem of consumer education 
should be dealt with on its merits. 
If consumers feel that they are en- 
titled to more information than they 
have received heretofore through 
advertising and in other ways, their 
demand represents an opportunity 
for constructive approaches to the 
{consumer upon whose good will 
land acceptance the prosperity of 
| their products de- 


'advertisers and 
pends. 

Attacking the social philosophies 
|of those who are allied in any way 
| with the consumer movement may 
be an effective rebuke to individ- 
| uals, but it is unlikely to affect the 
development of the movement as it 
lapplies to the problems of manu- 
facturers. 


ADVERTISING AGE has been con- 
scious of the fact that some of the 
more radical elements are using 


| criticisms of advertising as an en- 
tering wedge for broader attacks on 
business as a whole. But the safest 
and surest method of supporting 
our economic, political and social 
institutions is to meet legitimate 
criticisms with constructive policies 
which recognize their merit and 
eliminate reasonable grounds for 
jattack. Satisfy the consumer and 
you remove the conditions which 
provide an excuse for attacks by 
either radicals or conservatives on 
our business methods. 


For Better Retail Selling 


There is no doubt that the efforts 
of 
alesmanship 
people with 


by 
more 


providing sales- 
factual data on 


the 


ing with success. An advertising | 
nunager of a leading textile com- | 
pany told recently of watching a 
aleswoman in a Middle Western 
tore handle the presentation of his 
company’s products, and he ad- 
mitted that he was amazed at 


excellent job which was done 
There is still plenty of room fo1 

activity in this direction, however. 

A ADVERTISING AGE! 


recent study by 


on the policies of national adver- seine advertisers are making 
| | 


tisers with reference to trade pro- 
motion developed the significant 
fact that most advertisers have no! 
specific policies on this subject 
Their promotion to the trade, which | 
should embrace the dissemination 
of information which will make 
salespeople better representatives of | 
advertised products, is sketchy in | 
character, produced on an occa- 


manufacturers to improve retail | 


products they handle are meet- | 


| 
the 


; sional rather than a consistent basis, 
and specific objectives such 
las adequate training of per- 
| sonnel. 

| We wonder if either advertisers 
or trade publishers have visualized 
fully the opportunities for more ef- 
fective merchandising which are 
wrapped up in the problem of giv- 
ing salespeople sufficient product 
| information. How many trade pub- 
lications are supplying editorial 
|} service which goes beyond the mer- 
|chant or department head and edu- 
e tes the retail sales organization 


lacks 


store 


well? And how many trade 
their copy perform the important 
|function of supplying salespeople 


with facts they can use 


in promot- 
|} ing products to 


actual users” 
practical 


This is one approach to 


consumer education which has im-| 


mense possibilities for advertisers 
who are willing to work more 
closely with retailers and _their| 


sales organizations 


a 
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—Mill Supplies 


"| forgot my vitamin tablets this morning, Miss Jones. Would you mind giving 


me a little push?" 


Ad-libbing 


_ eR eR 
A Writer Writes shoppers. Over 400 items from 60 
’ : stores are exhibited on counters and 
Here's a reproduction of what in booths in a, special “Musee de 
may well be the year’s most un- Noel” in a downtown store, at which 


usual, if not its most effective, book no sales are made. With each item 


is a card describing it, bearing the 
name of the store where it may be 


| Meet Hiram Holliday iday | 


= By PAUL GALLICO = purchased, the price and a code 
They tell me that this is a daffy way to advertise my 
book, but then I never did have a powerful reputation for| | NUMber. Shoppers wander up and 
Felcve in this paper. When f quit sports # couple of years sees | | G@OWn before the displays equipped 
1y wrote in and said—“Brott you'll live to see the day when ° ° ° 
Foul pay to get bark on the sports page.” * “YY S| | with paper and pencil, noting the 
The hook is called “The Adventures of Hiram Holliday,” gifts they would like to purchase. 


published by ALFRED A. KNOPF, and is about «@ chap whe sat at 
@ desk for fourteen years, dreaming of adventure as we all do 

Funny thing about dreams if you have them se long that you 
really live we th them. Yow get to feeling that somehow, some day, 
you can make them come true because you are @ man and a human 
man's equipment of courage, strength and honesty, 
kh, nothing ts impoanble 

And se one day, thie chap quit hie desk to ge on hie frat 
vacation abroad. | must say. he picked « swell time. He hit London 


Later a telephone call to the store 
completes the transaction, the code 
number helping to simplify ordering. 

None of the articles is more than 


ggg toe —+ any pe RRC $5, and they range downward to 
of ve aie He hannt kot wavy aur oF ht of muscle nieee -| | less than a dollar. There is little 
down?’ We turned him loose im Bur Furope that I've b duplication, although the collection 
pine gain co Dag d pe bee ES, for a girl an umbrella fore} | embraces a wide variety of gifts. 


Business houses and stores repre- 
sented in the exhibit have paid $5 
per article for the privilege, with the 


. ook ad, even 
» alte F ome om vine sports, Alt 

“Dear vir: You big dope ” 
af named Elisabeth Zwart in the 
wrote it's perfectly lowsy and 
and I really did finish it sitting on the 


My pet + * 
Des Moines Reginter 


eo 
uho 
t's absolutely wonderful, 


and useless internecine warfare 
which does no one in the advertis- 
ing world any good, but it’s kind of 
a funny story, and we can’t resist 
telling it to you. 

It seems that “the Ford Motor 
Company and its dealers of Iowa 
agreed to pay thousands of dollars” 
to sponsor broadcasts of the amaz- 
| ing Iowa football team, on the as- 
sumption that “having their name 
announced a few times between 
breathing spells in the announcing 
would bear fruit.”” And then: 

“Eddie Anderson, coach of the 
Iowa team, did a good job of bring- 
ing his team through with flying 
colors and to show their apprecia- 
tion of his efforts, the alumni of 
Iowa University purchased a hand- 
some new Buick auto and presented 
their idol with it. This was done 
in spite of the fact that another car 
company making several larger cars 
was sponsoring the 
| radio.” 

Jottings 

Biggest shock in many a 
was received by exhibitors 
recent Fifth Educational 
| Arts Exposition, 


on two columns on one of the sports 
pages of the New York Daily News, 
and was personally written by Paul 
Gallico, author of the book, and 
well known to all of you as former 
| sports editor of the News. “They 
tell me,” says Gallico, “that this is 
a daffy way to advertise my book.” 


Good Common Sense 

The biggest bouquet we can lay 
our hands on goes this week to the 
managing director of Rolls Royce, 
Limited, London, for the following 
letter sent to the London Times: 

“Although Rolls-Royce are now 
entirely engaged upon the manu- 
facture of aero-engines and will 
not make any motor-vehicles dur- 
ing war-time, we intend to con- 
tinue to advertise in order to keep 
the public informed of our activities 
and thus preserve our goodwill for 
the future. I believe it would be 
in the interest of all makers of 
| British cars to do the same, irre- 
spective of whether they continue | 
to turn out any private vehicles, 
because by so doing they will retain 
|an invaluable asset—namely their 
goodwill with the public—which 
will surely stand them in good stead 
when later on they return to nor-| 
mal working conditions.” 


Operates Gift Museum 


An aid to Christmas buying in-| 
stituted by the Junior 
Baltimore has made 


at the | 


when they 


their contracts in their mail, 


omies in operating expenses. 


a big hit with] after an exposition was over! 


tide of the bathe at 2° m. Tuesday.” If she had called st net proceeds going for special char- 
{Rt Cotten meets “teens cad pinnin et ee eet ity work. The shop is open daily, 
echacl athe’ Word: Teheee alt Pee Sent” Teh. PL except Sunday, from 9:30 fo 6. 
ta ! try to put it ey ted 
mh iy esnard seo he Pointed Fun 
nt i] ar nm i ays 
adver } a and no one v to be able . 
to pu in their breathless cours The weekly press in Iowa has 
CUATS estet bbase sed'.tke the bead been having a lot of fun taking a 
wo dventures of Hiram Molliday” by Paul Gallicn, ALFRED A. | pretty poke at radio, the vehicle 
Bee vicar te a ten, race 200. Now cn sale ot Booming | | being an editorial which originally 
Daacmn ceecen olan ,fironklya), Putnam's (2 W. 45th St.) al | appeared in the Reinbeck Courier. | 
It exemplifies the kind of aimless 
advertisement. It ran as 100 lines 


game over the | No. 1570. 


Graphic 


Information 
for 
Advertisers 


The following documents may be 


| secured without charge from com.- 


panies sponsoring them, or through 
ADVERTISING AGE, by any national] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1572. Modernization in 1940. 


Increased activity in moderniza- 
tion during 1940 is forecast in this 
survey issued by Buildings and 
Building Management. The study, 
which covers office and commercia] 
buildings, and apartment buildings, 
contains product charts showing 
percentages of owners and man- 
agers planning to use this equip- 


ment for modernization during 
1940. 
No. 1573. The Cash Register Test. 


A new copy testing plan is out- 
lined in this folder issued by Test 
Market Newspapers, a group of 
seven papers in Pennsylvania. It 
describes how the plan works, what 
it will do, the types of markets 
covered and cost of the service. 


No. 1574. WLS Family Album. 


This 1940 edition of the album 
issued annually by Radio Station 
WLS is a beautiful presentation of 
the men and women of the Prairie 
Farmer family. Scenes from the 
Barn Dance and other programs, 
and pictures of executives and per- 
formers make up 55 interesting 
pages. 


No. 1568. This National Market is 
a Year ’Round World’s Fair. 


The Florida Select List has 
issued this survey of gasoline con- 
sumption in Florida in 1938. Con- 
sumption is tabulated by counties, 
and by months, and sales of leading 
brands are shown. A newspaper 
readership chart is included. 


No. 1540. Every Reader a Customer. 


In this brochure The Family 
Circle offers a concise but thorough 
summary of facts on its distribution, 
merchandising services, copy test- 
ing facilities and evidences of reader 
interest. 


No. 1564. A Big City Market. 


In this new market study the 
Lexington Herald-Leader lists ten 
points explaining why Lexington, 
Ky., though listed as a small city 
in population, is a big city market. 
Each point is covered in detail in 
the course of the study, with facts 
about the population of the Lexing- 
ton area, retail buying, and agricul- 
tural and industrial activities. 


No. 1548. General Soap Survey. 


Retail distribution and rank of 
sale by brands are tabulated in this 
new survey issued by the Omaha 
World-Herald. The study covers 
toilet soap, laundry and packaged 
soaps, water softeners and cleaning 
powders. 


No. 1549. A New Oklahoman and 
Times Advertising Campaign. 

Facsimile advertisements of its 
new fall campaign are presented in 
this brochure issued by The Daily 
Oklahoman and Oklahoma City 
Times. The purpose and aims of 
the campaign are outlined in the 
text, and its statistical basis is illus- 
trated in an analysis of the presen! 


juse of newspapers by nationa. ad- 
| vertisers. 


The Aviation Industry 


for 1940. 
Issued by Aero Digest, this ne 
booklet tells why the aviation 1” 


year} dustry will be among the leaders 


next year. The first section deals 
with the current financial status of 


found | the industry, plant expansions, €™- 
checks amounting to 10 per cent of! ployment, production facilities and 
accom- 
panied by a note explaining that the | devoted to the fifth annual “Diges' 
rebate was made possible by econ- | of Aircraft & Engine Machinery, 
Never | January 
League of| heard of a rebate on exhibit space | Aero Digest’s position in the av la- 


,other factors. The second 


part i 


issue; and part three 
tion field. 
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238.3 PAGES 
BEHIND 
THE LEADER 


sa 344.6 PAGES 
= BEHIND 
* THE LEADER 


FARM 
JOURNAL | 


‘-raham Patterson, Publisher 
Washington Square, Philadelphia 


G > 
> fue ee Ae 
At? , a 
se , 


1937. 1938 1939 
LEADING 
BY 10.4 


PAGES 


106.2 PAGES 


a BEHIND 
138.3 PAGES THE LEADER 
BEHIND 
THE LEADER 


What are the reasons for this remarkabie growth? 


1. An editorial formula which delivers timely, usable in- 
formation on a 4-day writer-to- reader schedule. 


2. A magazine for the entire rural family, edited by a 
great staff who combine two complete covers and con- 
tents into a single magazine. 


3. Short, meaty, practical facts, presenting the greatest 
possible amount of information in every issue. 


4. A fighting determination to give rural America a bet- 
ter and more useful magazine. 


Farm Journal and Farmer’s Wife, with the lowest page- 
per-thousand cost of any mass magazine, is your greatest 
advertising opportunity for 1940! 


OVER 2,500,000 CIRCULATION 
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| sales manager of the general prod- lof their own more glaring faults. 


| ucts division, explained advertising| While copy will be tested carefull 

Newspapers Made ss sion cxnaines advertising| White copy wil be tested carefully 

. P wear, including rubber bathing | @ humorous slant will probably help 
Primary Medium 

of U. §. Rubber 


suits, bathing caps, beach footwear | to drive the moral home. 
(Picture on Page 35) 


| and water toys, picture and roto- | Importance of “Pros” 
gravure sections of Sunday news- | 
|; papers will provide the chief sup- | The golf ball advertising will also 
_port. Harper’s Bazaar, Mademoiselle | bid aggressively for support of the 
|and Vogue will be used primarily | professionals with copy in leading 
| to reach Southern-bound tourists | golf papers. The pros are said to 
Chicago, Dec. 14.—While a few} and to influence the trade. | account for 75 per cent of the coun- 
style magazines will be used in 1940 |try’s golf ball business, and though 
by the general products division of la considerable number of them are 
United States Rubber Company, Strategy for golf balls resembles supposed to have tie-ups with vari- 
salesmen attending the annual con-| that mapped for water wear, except| ous brands, they stock all leading 
vention here this week learned that| that space used will be somewhat) balls. This situation places on ad- 
newspapers will form the backbone smaller, and insertions will be con-| vertising the burden of creating an 
of the campaign for the first Dave | pape to sports pages. Thus news-| active demand for any given brand. 


Humorous Slant Planned 


in many years. Posters, which have| paper readers who follow. the The convention of United States 
been used consistently for some|exploits of top flight tournament | Rubber Company’s general products 
years, also have been abandoned in| golfers in the daily papers will en-| division here was the first general 
favor of newspapers. counter copy suggesting that the U.| meeting of sales representatives in 

W. L. Wardell, assistant general | S. Royal will help to eliminate some | many years. Hitherto two conven- 


tions have been held, one in New 
York and the other in Chicago. As 
a result of this policy, Eastern and 
Middle Western salesmen are 
strangers to each other, and the 
company decided to give them the 
opportunity to become acquainted. 
One theory is that sales contests 
will be much more spirited when 
the men on the firing line recognize 
their friendly rivals in other sec- 
tions as something more than mere 
names. 

Campbell-Ewald Company, New 
York, handles the advertising. 


Winsten Joins Starr 


Harry J. Winsten, formerly vice- 
president of Kelly, Nason & Win- 
sten, New York, and more recently 
with Lennen & Mitchell, New York, 
has been named president of Starr 
Outdoor Advertising Company, 
Fort Lauderdale, Fla. 


(Rate quoted is 
that for 13 times) 


TT sensational growth of Business Week 
in ten years to leader in advertising on 
business products and services...and to 7th 
place among ALL magazines in total adver- 
lising pages...is due to one fact: Business 


Week delivers more executive readers per 


' wm ow lb gt 


ely’? ee 


advertising dollar than any other magazine. 
If you wish to reach only management ex- 
ecutives, here is the only weekly magazine in 
which to do it! Among the weeklies, Business 
Week is the only one that is all business! 


BUSINESS WEEK + McGraw-Hill Bidg., New York City 


on 100 
"a: 
gar} (ay 


Chicago Dailies, 
Radio Stations, 
Trade Facilities 


Chicago, Dec. 12.—Four promo- 
tion tie-ups between newspapers 
and the two NBC radio stations, 
WENR and WMAQ, apparently 
herald the end of the bitter rivalry 
between the two types of media, at 
least in this area. 

Three of the deals are with the 
Chicago Daily News, and one with 
the Chicago Daily Times. The sta- 
tions have cooperated with the 
Chicago Herald-American in the 
past and are expected to resume 
shortly. 

For more than two months the 
News and the NBC stations have 
been buying time and space from 
each other in equal amounts, pro- 
viding the stations with 70 inches 
of display space each week and 
giving the News two five-minute 
periods daily on WMAQ for com- 
mercial programs. This week two 
more deals were made, the first in- 
volving the annual Neediest Family 
Christmas campaign of the News, 
and the second the Li’l Abner pro- 
gram, which recently started on the 
Red Network. The News, which 
carries the comic strip, now prints 
a line urging readers to listen to the 
program, while it receives in return 
a local tie-in announcement at the 
end of each program urging list- 
eners to read the strip in the News 

The radio stations will shortly 
renew their annual cooperation 
with the Daily Times on its Santa 
Claus arrival promotion. 


G-E Photo Lamp Agency 

Foster & Davies, Inc., Cleveland, 
is the agency handling photo lamp 
advertising for the General Electric 
Company. Maxon, Inc., was incor- 
rectly credited with this portion of 
the G-E account in the Dec. 4 issue 
of ADVERTISING AGE, in a story re- 
garding G-E plans on its new 
midget flash bulb. The class and 
trade paper schedule for this drive 
includes 21 publications. 


Opens Chicago Office 

Kindred, MacLean & Co., lithog- 
rapher, Long Island City, N. Y., has 
opened a Chicago office at 154 E 
Erie street. In charge are G. H. Jens- 
sen, formerly Western manager for 
Rusling Wood, Inc., and A. M. EI- 
liott, formerly with H. J. Heinz 
Company. 


Leisy Brewing to BBDO 


Leisy Brewing Company, Cleve- 
land, has appointed the Cleveland 
office of Batten, Barton, Durstine & 
Osborn to handle promotion of 
Leisy and Dortmunder beers, effec- 
tive Jan. 2. Willard A. Pleuthner 
will be account executive. 


We have the 
“GO” SIGNAL 


Ready in about 
Two Weeks 


5,000 nics 
Already 
5 00 WATTS 
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DAY 


TULSA’S 
FRIENDLY CBS STATION 
FREE & PETERS, Rep. 
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General Slectric 
Campaign Points to 
‘40 as ‘Best Year’ 


Bridgeport, Conn., Dec. 13.— 
Distributors who attended General 
Electric Company’s annual “pre- 
yue” here last week learned that 
the company plans to spend more 
money on appliance promotion in 
1940 in expectation of the best busi- 

ss this division has ever experi- 
enced. Magazines will be the prin- 
cipal media, though final details 
have not yet been worked out. 

Advertising of the full appliance 
line of “wife savers,” which was 
started this fall and is receiving 
heavy support for the Christmas 
holidays, will also be the keynote 
of the new drive, which starts Jan. 
1. Ranges, refrigerators, ironers, 
washers and cleaners will appear 
as a group in magazine spreads, 
though individual attention will be 
afforded several of these items. 

A feature of the new campaign 
will be the blossoming out of GE’s 
radio set promotion. In the past, 
copy for the receivers has been 
largely of the cooperative-dealer 
type, and while newspaper space on 
this basis will again be used, the 
inclusion of national media is con- 
sidered a significant departure. The 
clearing up of patent difficulties, 
and the achievement of improved 
trade relations are partly responsi- 
ble for the expansion. 

The organization is offering a full 
line of radio equipment, including 
receivers, transmitters, tubes and 
television apparatus. More atten- 
tion will be paid in consumer copy 
to higher priced consoles and radio- 
phonograph combinations. Early 
this year G-E played up small table 
radios but found, as the year pro- 
gressed, that consumers were inter- 
ested in more expensive models. 
Quality of reception will be the core 
of the copy story, conveyed in the 
slogan, “Golden tone.” 


May Cut Price on Ranges 


Despite price advances in many 
other fields, it was disclosed that 
G-E’s figures on ranges will remain 
the same and may even drop in 
ome instances. Indications of con- 

er preference for less expensive 

nges have led to the development 

a shorter line of models, but of 

iges which can easily be adapted 

to include auxiliary equipment at a 
higher price. 

Promotion supplemental to the 
magazine effort, such as traveling 
shows and product films which 
have been important in previous 
years, will be continued, but more 
attention will be given to securing 
adequate outlets for these produc- 
tions. Maxon, Inc., New York, is 
the agency for the appliance divi- 
ion. 


a 


Gets Yeast Foam 


_ Northwestern Yeast Company, 
Chicago, has appointed Benson & 


Dall, Chicago, as the 


D agency for 
reast Foam tublets. 


| Boday Directs Course 


Jules Boday, of McCann-Erick- 
son, New York, will direct a new 
course in direct advertising and its 
mechanical production at the Ad- 
vertising Club of New York, begin- 
ning Jan. 15. Among the subjects 
to be treated are photo-engraving, 
letterpress printing, offset lithog- 
raphy, and gravure, as well as 
advertising in general. There will 
be 14 sessions, including 11 lectures 
and three visits to photo-engraving 
and printing plants. 


Gibson with WSM 


Albert E. Gibson has joined Sta- 
tion WSM, Nashville, as promotion 
and merchandising manager. He 
has been in radio production in 


Atlanta. 
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The greatest selling POWER 


in the South's greatest city. 
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SUPPOSED TO BE 
A CHRISTMAS AD 


FTC Order Hits 
‘'6%' Copy Dropped 


Two Years Ago 


Washington, D. C., Dec. 14.— 
Despite the fact that, according to 
auto industry spokesmen, the “six 
per cent” auto finance plan has not 
been advertised for more than two 
years, the Federal Trade Commis- 
sion this week issued orders calling 
on General Motors Corporation and 
Ford Motor Company to cease and 
desist from using this terminology 
in promoting installment sales of 
cars. 

While the Commission, accord- 
ing to its cease and desist order, 


found that the “six per cent” plan 
actually was lower than that gen- 
erally prevailing prior to its adop- 
tion, it also held that the advertised 
method is misleading to the general 
public, which assumed that simple 
interest was meant. The charge 
actually amounted to about 11.5 
per cent by simple interest, the FTC 
said. 

Stipulations to cease employment 
of similar representations were 
signed by Nash, Chrysler, Graham- 
Paige, Hudson, Reo and Packard. 


Joins Chicago Film 

William B. French has joined 
Chicago Film Laboratory, Chicago, 
as account executive. 


IT’S CHRISTMAS 
ALL THE YEAR 


Fourth of July or Christmas, Ides of March or Whitsuntide, 
any day in the year, you can touch off sales fire-works with 
Journal space. How well your Portland retailers have found 
that out! For eleven consecutive years the Journal has been 
their giant sales-cracker. 


Of first importance to al] advertisers and of particular in- 
terest to all food advertisers are the Media Records linage 
figures for the first ten months of this year. There is no senti- 
ment in these retail expenditures. They represent cash on the 
barrel-head that must bring results. And does! The exper- 
ience of these retailers (your retailers) should be worth a 
New Year’s resolution to you. 


THE JOURNAL 


Portland’s Only Afternoon Newspaper 
OREGON 


REYNOLDS-FITZGERALD, INC., NATIONAL REPRESENTATIVES 


WEW YORK + CHICAGO + PHILADELPHIA + DETROIT 
SAM FRANCISCO - 


AN D -« 


LOS ANGELES - 


WHEN WE 
ADVERTISE IN 
THE JOURNAL 


SEATTLE 


yf 


Four Publications 
Consolidate Offices 


The publication group embracing 
Inland Printer, American Hair- 
dresser, Rock Products and Chemi- 
cal Industries has leased joint offices 
at 309 W. Jackson Blvd., Chicago, 
and will occupy them in the near 
future. 


Sutter and Allen 
to Ellis Copy Staff 


Samuel Sutter has resigned as 
copy chief of Ralph H. Jones Com- 
pany, New York, to join the copy 
staff of Sherman K. Ellis & Co., 
New York. 

Another Ellis addition in the 
same department is George Allen, 
formerly with Pedlar & Ryan. 


DNILY NATIONAL GROCERY LINAGE 


JANUARY— OCTOBER, 1939 © 


‘THE JOURNAL 292,855 Lines 
2% PAPER . . 167,287 Lines. 


i. een: sae. 


a = : sei ape Se 4° # ae a et es ‘ 3 - Siew ‘ be ale ; ‘syd 4 Paar ste, 1 a , 3 Lat 4 t i - Ca ch coh - ste als : att 2 oan ee 2 P Bi as aeE 
Pe a 
. SC | pe ¢ 
no- 7 
ers 
ns, 
ry 
, at ; 
7 _ — | | 7 
a | Eee | 7 
ed, 
ae 
one 
| a 
_ . Petal 
a | 
ee 
a 
w\k . 
. ~ | 
as is an | 
a fs Pt 
>» < 
“Ay | 
fd P | 
| ams ; < es ‘ , a m \ “> ' , 
re ; oe me, 7 fe 
r > dingo tite ay i Pe re x er 
, ; «4 Gee : : - } Do . ae a 
tri .  °. i ar fe on a Ss 
cor- a > Ls ae : a t.>- 4 4 “%, * | a 
h of i ee oe rt ea 
ssue aad . —— |. «ie & i ee 
. yaa ; ¥ ‘> oa, Se 4 ae 
8 a a Ke. . eae MG SN 
new } Ag ae va - rime ' \ 1 an hinge 2 : 
and | a —eD \ oe: % wn is 
rive “ re. Xa ; \ ee ie, 
) ———— ies snd a a > ' a ; sina 
< —~ ; : 
has ; a yan \ . ae } 3 eo . +e g sf 
LE | — . aes y ; , 
“for — a {sp 4 . * é 
f Pe aes Q ’ . 
einz fe i Pr 5 eg es e” m - te . 
| | TAN 2 a 
eve- : my a a : 
land “i | ’ % 
ne & =, D> io > 
. of - ~~ : i 
ffec- | - . ; IL - 
hner ‘ . E A : 
Seaside ocERY 939 
. ay october , 
ae A 
- po _ SW RNAL 
ee THE JOURT A 
ane 
eae 539,798 UNE? | 
| “4 
iL : 2xo PAPE ss 
re 
a (MORNING! oe 
ae | 938 LINES “ 
ee 209; am, 
| ee | . 
= 
: | | ee a 
‘ ee ee; ' ae 
: ) Y) 
ee | 
| | gg 
4 | ¥ 
) | ) 4 
p. % 
evs 
“. ie . : . : - ¥ ’ pis ; : . i" \ 4 s ‘ : i ae in y a 5 of - a2 , 5 ; | i : bi o : i as, 


16 


ADVERTISING AGE 


December 18, 1939 


Saunders Says It's 
Kedoozle Time 
Down in Memphis 


‘Pistol’ ls Newest Aid to 
Customer in Making 
Her Selections 


Memphis, Dec. 12.—If there is 
anyone to whom the sight of a gro- 
cer placidly wrapping a package 
for a customer is anathema, it is 
Clarence Saunders of Piggly- 
Wiggly fame. 

Mr. Saunders proved this beyond 
all doubt here last week when he 
opened his newest Kedoozle. The 
Kedoozle is a cross between a shoot- 
ing gallery, a linotype, the Automat, 
a movie theater, and last but not 
least, a grocery store. 

The new store is an inventor's 
dream come true. It is also a place 
where Mr. Saunders says he can 
serve 10 customers a minute and 
do an annual volume of $1,000,000. 

It is considerably more baffling 
than his first Kedoozle or robot 


IT'S A GROCERY STORE 
LET’S DO 
SOME KISSING 
LET’S DO 
SOME LOVING 


LET’S GO 
SEE KEEDOOZLE 


rt MEEDOOZLE BAALRY 
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KEEDOOZLE 
OPENS TOMORROW 
“S. THIRD and JEFFERSON -: 


ma 
erase 


Copy for Clarence Saunders’ new Ke- 

doozle store is as unusual as the count- 

less innovations that characterize the 
establishment. 


store. The customers who flocked 
to this one Saturday, if they had 
done business with Mr. Saunders 
before, were only slightly surprised 
to be presented with a pistol-like 
device. (A ball tipped rod was the 
buying implement at the other 
store, now closed.) ' 


$5.60 


The “pistol” carries a roll of add- 
ing machine tape in the trigger 
part. The customer approaches a 
glassed-in case, inserts the barrel 
end of the gun into the hole. When 
she fires, the “linotype” goes into 
action and presses an inked slug 
against the roll of adding machine 
tape. 

The slug bears the code number 
of the item, the name of the arti- 
cle and its price. When she has 
shot down her purchases for the 
day, the customer goes to the cash- 
ier. The cashier inspects the tape 
and gets to work on another de- 
vice resembling an enlarged cash 
register. 


Free Coffee on Tap 


What goes on behind the scenes 
then hasn’t been made clear. The 
general picture is of conveyor belts 
rushing hither and yon, bearing 
coded cans of peaches, butter, eggs 
and the like. Clerks behind the 
scenes are filling the orders. All 
items are timed to arrive simul- 
taneously at the checker’s desk. 
Here they are assembled and paid 
for by the customer who can carry 
them to her car in the parking lot 
or have them wheeled out by bike. 

Free coffee is constantly on tap 
in the store. Also open “to ladies 
only” is the Rose Room for powder- 


More tor 


Do you know that Capper’s Farmer, 
at $5.60 per line, delivers practically 
as much or more actual circulation in 
The Farm-Dominated Mass Market 
as do other national farm magazines 
with line rates ranging all the way 
up to $11.60? Ask us to prove it. 


ing the nose and every other con- 
venience. 

Mr. Saunders splurged with 
full page copy to. celebrate 
the store’s opening last week, and 
proved himself just as _ versatile 
with words as he has been with 
grocery stores. He opened his copy 
with three headlines: “Let’s do 
some kissing, let’s do some loving, 
let’s go see Kedoozle.” 

The new store was described as 
follows: “Fresh as the dew of a 
spring morn, that is Kedoozle. 
Beautiful beyond all imagination, 
that is Kedoozle. if you don’t feel 
like loving and kissing before, you 
most assuredly will after you see 
Kedoozle, for it so dazzles with its 
beauty that even the stars will 
blink to behold such brilliance on 
earth.” 

A bit later on in the ten-para- 
graph message, Mr. Saunders re- 
ferred to the distribution problem. 

“Aside from all the above,” he 
wrote, “Clarence is just as crazy as 
ever to see how cheap he can sell 
everything, first to please that great 
public who, after all, are more to 
be desired and whose hearts are 
top high, whether their hats are 
or not, and those thousands who 
have always been my friends I 
would not swap for a million of 
the so-called high-hat class. Now, 
let me except some and possibly 
many of the latter class whose 
friendship I value highly and who 
have been true friends of mine.” 

And in the last line, he reminds 
his audience, “No stock for sale, 
thank you.” 


McVay Promoted 


John T. McVay has been ap- 
pointed national. advertising man- 
ager of Huntington, W. Va., Pub- 
lishing Company, publisher of the 
Evening Advertiser, Morning Her- 
ald-Dispatch and Sunday Herald- 
Advertiser. He has been with the 
company for 12 years. 


Admitted to Four A’‘s 


Schwimmer & Scott, Chicago, has 
been elected to membership in the 


American Association of Advertis- | 


ing Agencies. 


Advertising Press 
Linage Goes Up 
During November 


Chicago, Dec. 14.—Advertising 
linage in the advertising press was 
up more than 17,000 lines during 
November, as compared with the 
same month of last year, a tabula- 
tion released here today indicated. 

During the month promotional] 
linage totalled 222,698 lines, com- 
pared with 205,114 lines for No- 
vember, 1938. Compared with Octo- 
ber, 1939, during which 258,370 
lines were run, November linage 
was about 36,000 lines off, however, 

Newspapers, as in _ previous 
months, accounted for the largest 
part of November linage, with 
61,348 lines or 27.5 per cent of the 
total; magazines purchased 43,806 
lines, or 19.7 per cent of the total, 
and radio accounted for 27,440 lines, 
or 12.3 per cent of the total. 

Other important classifications 
during the month were advertising 
production, 16,310 lines, or 7.3 per 
cent; farm papers, 14,378 lines or 
6.5 per cent; business papers, 13,482 
lines or 6 per cent; and paper, 
12,544 lines, or 5.6 per cent. 

Individual records of the publi- 
cations upon which these figures 
are based were as follows: 


Lines 
ADVERTISING AGE (W) ...... 87,430 
Advertising & Selling (m).. 23,492 
Pemers IRE CW )esiiccccaes 35,644 
Printers’ Ink Monthly...... 15,218 
Sales Management (sm).... 31,892 
tee (HA) .cibaetavinscs.,. Bee 
Chek-Chart Adds 
Tractor Service 
Chek - Chart Corporation, Chi- 


cago, has announced plans to dis- 
tribute information on _ proper 
lubrication of tractors. The pro- 
gram will be released in part by 
March, 1940, and in its entirety by 
June. 

The preliminary material will 
include 17 lubrication diagrams 
covering about 75 per cent of eight 
manufacturers’ saies of wheel-type 
‘tractors for farm use. 


All Kinds of Families to Make This Market 


and plants in this busy area. 


oughly. That's . 
it on your list? 


. » WMBD. 


ae, 


NATIONAL REPRESENTATIVES %& yor 
Free and Peters, Inc ae R 


There are the women who helped their husbands farm this 
rich “Heart of Illinois" land—and the women who pack 
lunches for their men to carry to the many large factories 


About as many of one as the 


other—and that makes for a BALANCED market—big farm 
income—big payrolls. It means big results, too, for adver- 
tisers who go after this 600,000 
market through the ONE radio 
station that covers it all thor- 
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Musico Makes Music 
in Sales Gains 
for National Tea 


Food Chain Scores with 


Game That Began in 
Night Club 


Chicago, Dec. 13.—Night clubs, 
according to rumor, have been the 
scene of more than one advertising 
conference. Few of these confer- 
however, are believed to 
have produced results as successful 
as those attributed to the session 
which set Musico on the way to ra- 
dio fame and helped National Tea 
Company to increase sales  sub- 
stantially. 

As its name implies, Musico is a 
music guessing game involving au- 
dience participation with the or- 
chestra and announcers heard over 
the radio. As yet it is heard only 
in the Midwest. 

It is rumored, however, that a 
New York organization, described 
as the “largest retail merchandiser 
in its field,” is contemplating a test 
in the East and has taken an option 
covering half the country for future 
broadeasts if the test proves suc- 
cessful. 

It is currently heard over Station | 
WGN. Kroger Grocery & Baking | 
Company tested the show over Sta- 
tion WMBD, Peoria, but has appar- 
ently not found the program as 
much to its liking as has National. 

Results achieved by National Tea 
are viewed as impressive from a 
national standpoint, not only be- 
cause of the sales gain scored by 


ences, 


the company but because of the 
problem faced by that chain—or 
any other—in advertising copy 
other than the newspaper inser- 
tions used by individual stores. 
National has used radio in other 
years but without the results 


attributed to the current program. 

Charles Lilienfeld, advertising 
manager, emphasized that National 
is faced with the problem of selling 
store rather than any of the many 
ems offered by that store. Musico 
rries out this idea in giving great- 
est attention to the chain itself 
rather than commercials for prod- 
ucts 


Private Brands Aided 


A special promotion, however, is 
tied in each week for one of the 
company’s private brands. 


Mr. Lilienfeld was the first Na- 
tional Tea executive to hear the 
game as it was being played in a 


‘hicago night club. Its radio form 

similar save that less sophisti- 
cated songs are heard. The com- 
pany tested the show for nine weeks 
ver Station WROK, Rockford, IIL, 
cored sales gains ranging from 15 

17 per cent in the 29 stores in 
nat area, and decided to put it on 


al 


over Station WGN. It has just been 
signed for a second 13 weeks over 
that station. 

Promotion for the broadcast and 
merchandising of the show to the 
store personnel have been impor- 
tant factors, Mr. Lilienfeld com- 
mented. He emphasized that much 
of the company’s success with the 
program can be attributed to the 
fact that store managers have a 
vital part in it, as well as the con- 
sumers who listen. 


Entrance is Free 


The store managers distribute the 
Musico cards during the week of 
the broadcast. These are free, of 
course, and do not require purchase 
of groceries in the store. They are 


formed like a Lotto card save that 
the spaces in five rows bear the 
names of songs instead of numbers. 

During the broadcast the orches- 
tra plays excerpts from many well 
known songs. The announcer offers 
a clue but does not give the title 
to the song. As in Lotto, the “‘play- 
er” who first finishes a row cor- 
rectly, runs to the phone and lets 
the company know. If he gets 
there first, he wins a prize. It may 
be $25, $50 or $75 for any of the 
three “cash rows.” Bags of gro- 
ceries are awarded as consolation 
prizes to those who have filled out 
the rows correctly but who are not 
first on the phone call. 

A fourth row offers only groceries 
as prizes. Those who correctly fill 


oa 


An even 800 advertisers and over 
912,000 readers have created 


ANOTHER RECORD YEAR 
FOR PARENTS’ MAGAZINE 


D Net pore revenue for the year 1339 showed an increase of 17% over 
1938 and 2.5% over 1937—-THE BEST PREVIOUS YEAR IN THE MAGA- 


ZINE’S HISTORY! 


An even 800 advertisers helped to create this all-time record, including 303 
display advertisers, 228 schools, 229 caraps and 40 advertisers in the Metro- 


politan New York Edition. 


Among the 303 display advertisers were 112 whose advertising first appeared 
in Parents’ Magazine six or more years ago—when this robust youngster of 
the publishing business was, metaphorically at least, still in its swaddling BK. 
clothes—and 81 NEW advertisers who, for the first time in 1939 gave tangible 


expression to their confidence in this great family medium. 


The loyalty of old advertisers and the growing recognition of the medium 
among new ones, have done more than Iift the total of advertising revenue to 
a new peak. They are responsible, in part at least, for the fact that for the 
first eleven months of 1939, according to the Publishers’ Information Bureau: 


Parents’ Magazine ranked FIRST in food advertising 
among all national magazines with less than 2,000,000 


net paid ABC circulation! 


& 


Parents’ Magazine ranked SECOND in drug and med- 
ical supplies advertising among ALL national maga- 


zines, REGARDLESSS OF CIRCULATION! 


* 


half a million! 


PARENTS’ MAGAZINE 


CHICAGO -« 


NEW YORK e 


Parents’ Magazine starts 1940 with 512,000 net paid 
circulation (a new peak) which assures advertisers a 
substantial bonus over its average 1940 ABC guarantee of 


ATLANTA °¢ 


She. + 


SAN FRANCISCO 


out the fifth or “slogan” row don’t 
bother with the telephone. They 
mail in their card with a “unique 
or apt” slogan for the private brand 
featured that week. The winner 
receives $100. In all, some 2,000 
bags of groceries plus the cash 
prizes are awarded each week. 
New cards are distributed each 
week, good for one broadcast only. 


Displays Tied In 


Biggest increase has been in sev- 
eral of National’s private label 
brands due to the fact that these 
have received the special promotion 
built around the slogan. Special dis- 
plays of the brand chosen for the 
“slogan row” in Musico are set up 
weekly in all stores. National oper- 


ates 1,100 stores in seven Midwest 
states and believes most of them are 
within the WGN listening range. 
H. W. Kastor & Sons Advertising 
Company handles the show for Na- 


tional. The game itself is leased 
from Clef, Inc. 
Steelductor Makes 
Newspaper Debut 

Sterling Cable Company, Port 


Huron, Mich., has begun newspaper 
advertising for the Steelductor, a 
new stainless steel ignition cable, 
said to improve performance of 
automobile motors. 

Newspaper copy, featuring a 
demonstration offer, is placed by 
Sidener & Van Riper, Indianapolis. 
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Johnson & Johnson 
216th to 249th Ads. 
Lever Bros. Company 
171st to 177th Ads. 
Juvenile Wood Products, 
Inc 
147th to 159th Ads. 
Ilas advertised in ev- 
ery issue since the 
magazine started. 
Metropolitan Life Insur- 
> Co, 
117th to 129th Ads. 


Lambert Pharmacal Co. 


161st to 178rd Ads. 
Campbell Soup Co. 
Ist and 2nd Ads. 
Kellogg Company 
121st to 131st Ads. 
H. J. Heinz Company 
106th to 118th Ads. 


Armstrong Cork Company 
Ist to 8th Ads. 
Paper Co. 
5ist to 57th Ads. 
Libbey-Owens-Ford Glass 


Co, 


Scott 


Ist to 5th Ads. 
R. Squibb & Sons 
99th to 116th Ads. 
Botany Worsted Mills 
Ist to 5th Ads. 
Parke, Davis & Company 
60th to 65th Ads. 
General Electric Co 
60th to 69th Ads. 
General Foods Corporation 
62nd to 86th Ads. 
R. Cc. A. Mfg. Co. 
jth to 19th Ads. 
Gerber Products Co. 
82nd to 92nd Ads. 
Bristol-Myers Co. 
Tist to 83rd Ads. 
Church & Dwight Co., Inc. 
Ist and 2nd Ads. 
American Tel. & Tel. Co. 
39th to 47th Ads. 
The Wheatena Corp 
T5th to 78th Ads. 
Procter & Gamble Co. 
87th to 95th 
Mennen Co 
63rd to 70th Ads. 
Elizabeth Arden 
Ist to 8th Ads. 
United States Rubber Co. 
p2nd to 45th Ads. 
ton Ami Company 
36th to 41st Ads. 


Ads. 


Van Camp Sea Food 
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Old and New Advertisers In 
Parents’ Magazine Who Have 
Helped to Lift Its 1939 Adver- 
tising Total to a New Record 


Corn Products Refining Co. 


3rd to 45th Ads. 


Lamont, Corliss & Co. 


Ist and Ads. 


Co., 


2nd 


Inc. 
Ist and 2nd Ads. 


Ralston Purina Co. 


59th Ads, 


52nd to 


Talon, Ine. 


j3rd to 46th Ads. 


Centaur Company 


90th to 107th Ads. 
I. B. Kleinert Rubber Co. 
j2nd to 46th Ads. 
Earnshaw Knitting Co. 
39th to 45th Ads. 
Lederle Laboratories, Inc. 
Ist to 4th Ads. 
Hawaiian Pineapple Co. 
j6th to 52nd Ads. 
Lane Bryant, Inc. 
84th to 98rd Ads. 
Lehn & Fink Products 
Corp. 
j2nd to 49th Ads. 
Owens-Illinois Glass Co, 
98th to 104th Ads. 
International Cellucotton 
Prod. Co. 
6ist to 68th Ads. 
Harriet Hubbard Ayer, 
Inc. 
Ist and 2nd Ads. 
Kendall Mills 


Sist to 37th Ads. 


Quaker Oats Company 


s9th to Sist 
R. B. Davis Co. 

69th to 75th Ads. 
Vick Chemical Co. 

Gist to 66th Ads. 
Taylor Instrument Co. 

66th to Tist Ads. 
Macmillan Company 

77th to 80th Ads. 
Hygienic Products Co, 

50th to 60th Ads. 
Kalamazoo Vegetable 

Parchment Co. 

j0th to 52nd Ads. 
Resinol Chemical Co. 

j0th to 42nd Ads. 
Joseph Burnett Co. 

28th to 35th Ads. 
Personal Products Corp. 

29th to 36th Ads. 
Chr. Hansen's Laboratory, 

Ine, 


Ads. 


50th to 56th Ads 
Nazareth Waist Company 
69th to 74th Ads. 
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lronized Yeast fo 
Take Over Spot 
Vacated by Lux 


New York, Dec. 14.—Taking over 
the Tuesday night period vacated 
by Lever Brothers Company’s Life- 
buoy show, Sterling Products, Inc., 
will launch a new program, “Court 
of Missing Heirs,” on Dec. 19. On 
behalf of Ironized Yeast, a product 
recently acquired by Sterling, the 
show will be heard from 8:30 to 
8:55 p. m. on 61 stations of the Co- 
lumbia Broadcasting System. Ruth- 
rauff & Ryan is the agency. 


Betty Moore Back 


Utilizing the spring houseclean- 
ing and redecorating season as in 
former years, Benjamin Moore 
Paint Company will return to the 
air Feb. 24 for the tenth consecu- 
tive year for a period of 13 weeks. 
“Betty Moore,” a program featuring 
talks on interior decoration, will 
advertise the company’s paints on 
Saturday from 10:30 to 10:45 a. m. 
on 43 stations of the Red network 
of the National Broadcasting Com- 
pany. The account is handled di- 
rect. 


Ovaltine Shows Renewed 


Wander Company, for Ovaltine, 
has renewed its two programs on 
the NBC Red network, effective 
Jan. 1. “Carters of Elm Street” 
will continue to be heard daily from 
12 to 12:15 p. m. on seven stations 
of the Red network and “Little Or- 
phan Annie,” another daily series, 
will continue on 16 stations of the 
same network from 5:45 to 6 p. m. 
Blackett - Sample - Hummert is the 
agency. 


Mueller Macaroni on Air 


C. F. Mueller Company has con- 
tracted to sponsor “Thunder Over 
Paradise” for an additional 13 
weeks. On behalf of Mueller maca- 
roni, the program is heard daily 
from 10 to 10:15 a. m. over 5 sta- 
tions of the Blue network. Kenyon 
& Eckhardt is the agency. 


“One Man’s Family” Shifts 


Following the curtailment of its 
“Chase & Sanborn Coffee Hour” on 
Sunday night, Standard Brands, 
Inc., will shift ““One Man’s Family,” 
currently heard at 8 p. m. on 
Thursday, to fill the second half of 
the hour from 8:30 to 9 p. m. 
“Those We Love” will remain at its 
present time on Thursday from 8:30 
to 9 p.m. The Sunday night hour 
is broadcast over the NBC Red net- 
work. 


Standard Brand Renews 


Standard Brands has also re- 
newed “I Love a Mystery,” effective 
Jan. 1. 
from 7:15 to 7:30 p. m. 
stations of the NBC Red network. 
J. Walter Thompson Company di- 
rects the account. 


No matter how big an organi 
zation we maintain to give you 
what you want when you want 

the service must be kept sim 

So, in spite of the 48 
AtlaServicemen, 16 cameras and 
strategically located = Atlas 


Studios there's only one thing you 
need to know. For good photo- 


stats quick, phone WHltehall 


ATLAS Photo-STATS 


The daily series is aired | 
over 32 | 


Sandburg Opus 
Spurs Aggressive 


Advertising Drive 


New York, Dec. 14.—The hercu- 
lean task of moving Carl Sand- 
burg’s new $20 work will be borne 
chiefly by advertising, Harcourt 
Brace & Co. revealed this week in 
disclosing promotion plans for the 
four-volume “Abraham Lincoln: 
The War Years.” 

Taking advantage of the Christ- 
mas season and the wave of ac- 
claim which greeted the book, the 
publisher has decided on an aggres- 
sive campaign during the next few 
weeks involving an expenditure of 


about $12,000 before the first of the 
year. 

Frequent large space insertions 
are appearing in newspapers in 
Chicago and New York and maga- 
zine support is being furnished by 
copy in Atlantic Monthly, Harper’s 
and The Saturday Review of Litera- 
ture. Despite the high price, spokes- 
men for the publisher claim the 
book has the unique quality of 
appealing to a wide audience, and 
copy presents the biography as 
suited for children as well as adults. 

Many of the advertisements thus 
far have featured the production 
story involved in the publishing 
feat, rather than emphasis on the 
contents of the book. Copy ex- 
plained that the mechanical de- 


% The cynics have been confounded. Far 
from developing a “boom psychology” Amer- 
ican Business has given the world a demon- 
stration of conservative wisdom, 

Yet, no matter how wisely conservative 
Business may be, orders will come in, there 
will be a stimulated demand for materials, 
there will be new employment, there will be 
new plant expansion. 

All of which presents Business with a diffi- 
eult and urgent problem of navigation, re- 
quiring nimble minds and swift decisions. 
On the one hand, Business cannot fearfully 
avoid all the business stimuli that war may 


bring. On the other, it dare not go berserk 


with a war boom, 


Because businessmen need thorough and 


tails of setting the type, printing 
and binding the volume required 
six months. About 8,000 sets were 
sold before publication and a rate 
of 3,000 per week is being main- 
tained. Roeding & Arnold is the 
agency. 


N. J. Gasoline Law 
Is Unconstitutional 
New Jersey’s 1939 law prohibit- 
ing advertising of gasoline prices 
except by small pump signs has 
been held unconstitutional by the 
State Supreme Court. An opinion 
by Justice Perskie termed the stat- 
ute “arbitrary and oppressive.” 
The law restricted the size of 
price placards to 8 x 10 inches. It 
was contested by Regal Oil Com- 
pany of Jersey City. 


will have to live and work when peace comes. 
For Business cannot let itself be taken by sur- 
prise at the command “Cease Fire!” FORTUNE 
therefore is alert to’report all the tendencies, 
factors and events that are likely to shape 
that world—to the end of helping business- 
men anticipate what the peace will be like, 


and plan their actions accordingly. 


reliable information now, to an extent never 
equalled before, FORTUNE approaches its 
greatest fulfillment. For the job of supplying 
such information it is superbly equipped— 
in the graining and experience of its per- 


sonnel, in its advanced research techniques 


and in its sensitive editorial insight. 


To steer this delicate course with skill, 


businessmen are better equipped with accu- 
rate knowledge of world forces than at any 
time in the past. And to the job of supplying 
that knowledge FORTUNE believes it may 
claim to have made a vital contribution. 

As the chronicler of Business it is not 
FORTUNE’s assignment to record the passing 
events of the day. It is FORTUNE’s assignment 
to probe, prepare and present for the busi- 
nessman factual, authoritative information 
that goes deeper than the daily news—infor- 
mation that keeps the long view unobscured 
for him, however disturbing or exciting 


today’s headlines may be. 


Aids To Navigation 


So Forrune’s Editors are not only vitally 
concerned in supplying the knowledge for a 
sound understanding of the world that Busi- 
ness lives and works in now. They are also 
paying particular attention to that unknown 


and very different world in which Business 


of the seene that is 


And The Advertising Pages... 


That FortTuNE has thus become more im- 
portant to businessmen than ever before 
points a plain moral-of-the-times to adver- 
tisers. 

For businessmen seeking knowledge turn 
not only to FORTUNE’s editorial pages, but 
also to its highly informative advertising 
pages. As ForRTUNE has often said, without 
its advertising it could not be editorially com- 
plete. It is here that businesses tell their 
stories to Business—and their stories are part 


FORTUNE’s editorial 


bailiwick. 


Business—and, of necessity, never was that 


ForRTUNE offers Business the audience of 


audience more deeply anxious than it is 
today to learn what Business has to tell. 
Finally the conclusion is inescapable—now 
more than ever before is FORTUNE the pre- 
cise medium for carrying the messages of 


“management advertising to management.” 


piney 


Issues Script Anthology 


“Best Broadcasts of 1938-39,” an 
anthology of radio scripts compiled 
by Max Wylie, director of script 
and continuity of the Columbia 
Broadcasting System, has been pub- 
lished by Whittlesey House, New 
York. Covering broadcasts in the 
United States between Jan. 1, 1938, 
and July 1, 1939, the anthology 
contains 32 scripts of various kinds 
reprinted as broadcast. The price 


is $3.50. 
Lightner Buys Paper 
Lightner Publishing Company, 


Chicago, has bought the National 
Printer-Journalist from Williamson 
Publishing Company, Springfield, 
lll., and will change the name to 
Nationa! Amateur Journalist. 
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Alemite to Put 
1940 Accent on 
Staying Power 


Chicago, Dec. 14.—Adoption of 
the “critical second 500 miles” as 
an advertising phrase which will 
mphasize the necessity of staying 
ower in automotive lubrication 
will give the Alemite division of 
the Stewart-Warner Corporation 
the opportunity to use some stirring 
sport scenes in its 1940 copy in 
The Saturday Evening Post. Poig- 
nant moments in famous _ prize 
fiehts and many other sports events 
will be reproduced as attention- 
setters to lead the reader into the 


eo 


tor € i's So 
Daily - - 1, /00,0U) 
Sunday - |, 400,00) 


Alemite story that a strong finish 
is the hallmark of champions in 


‘every field. A margin of up to 40 
|per cent is claimed in this respect. 


The Post will get 13 two-color 
pages, while the automotive lubri- 
cation story will also run in six 
bleed half-pages in  Capper’s 
Farmer and the Country Gentle- 
man. For spring and fall change 
of Alemite gear lubricant, the Post 
will also carry three two-color 
pages. 

Humorous Oil Copy 

Collier’s and the Post will carry 
the advertising of Alemite motor oil 
in eight two-color half-pages in a 
staggered schedule. For the first 


time since it began advertising 19 
years ago, Alemite will indulge in 
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humor to highlight Alemite per- 
formance claims. A sweeping guar- 
antee will give the copy a serious 
ending, however: “We absolutely 
guarantee that Alemite motor oil 
will go farther and last longer than 
any other oil you have ever used, 
or it doesn’t cost you a penny!” 
Time is the newcomer on the Ale- 
mite industrial schedule this year, 
being supported by ten business 
papers in eight industries. Time 
will receive 13 two-column inser- 
tions which will recite the factual 
stories which proved so effective in 
the industrial field in 1939. Case 
histories silhouetting the cost- and 
time-saving factors of Alemite in- 
dustrial equipment are relied on to 
win top executives over to the com- 


hattan P, 
~ 


MEANS BUSINESS 


pany’s following. The copy in in- 
dustrial papers will be largely in 
two colors. 

Ten other leading business papers 
will be used for combined Alemite 
automotive lubrication and dealer 
equipment. C. W. Grange is adver- 
tising manager of the Alemite divi- 
sion. The account is handled by 
Hays MacFarland & Co., Chicago. 


Agency for Rocky Mount 


Houck & Co., Advertising, Roan- 
oke, Va., has been appointed to 
handle advertising of Rocky Mount 
Mfg. Company, Rocky Mount, Va., 
manufacturer of a new patented 
window and _ other’ construction 
units. Screen, direct mail and dis- 
plays will be used. 


Fair Play Basis 
for Amendment to 
ABC Publicity Code 


New York, Dec. 13.— Tighten- 
ing of publicity rules, in conform- 
ity with recommendations of a spe- 
cial committee headed by John H. 
Platt, Kraft-Phenix Cheese Cor- 
poration, was effected by directors 
of the Audit Bureau of Circulations 
at its monthly meeting here last 
week. The committee’s recommen- 
dations were approved by four 
divisions at the annual convention 
in Chicago. 

The objectives of the changes are 
expressed in the following para- 
graph: 

“In the interest of fair play, any 
data quoted from bureau reports 
must be so presented that the 
reader will obtain the same sense 
or interpretation as he would if the 
Bureau report or reports quoted 
from were before him.” 

The board’s action applies to Sec- 
tions 2 and 4 of Article 1, Chapter 


E, of the Bureau’s rules. The fol- 
lowing paragraphs have _ been 
added: 

“(b) When comparisons are 


made, the data concerning the com- 
pared publications must be from 
comparable type of report and for 
identical periods. If the audit 
periods of the publications do not 
coincide, the only comparisons per- 


missible are those between the 
latest released publisher’s _ state- 
ments. 


Rule on Calculations 


“(c) ABC authority must not be 
claimed or implied by a member 
for any figures, data or statements 
except the actual figures, data or 
statements as they appear literally 
in the Bureau reports, with the 
exact captions and explanations as 
used in the reports. The results of 
mathematical calculations, conclu- 
sions or inferences, though based 
on the data in the reports but not 
actually appearing therein, must 
not be presented as data given by 
the Bureau but must be clearly 
explained as the calculations, con- 
clusions or inferences of the author 
of the advertisement. 

“(d) No Bureau report on one 
publication makes a comparison 
with the report of another publi- 
cation: Therefore, such statements 
as ‘according to ABC reports, Pub- 
lication A has a larger circulation 
than Publication B’ must not be 
used. But a publisher may say, 
‘See ABC Audit Report (or Pub- 
lisher’s Statement) for the period 
ending. . .” 


Switched by “Monitor” 

Margaret Wilson has been trans- 
ferred from Boston to the New 
York sales staff of The Christian 
Science Monitor. She was formerly 
in the promotion department. 
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Voice of the Advertiser 


This department is a reader’s forum. 


Drama Entitled | 
“Four Heads” | 

To the Editor: Note coincidence | 
of dogs baying on cover of Dec. 9 
Saturday Evening Post, and on the 
next right-hand page two men’s 
heads in the same position and with 
similar expression, baying for cold 
relief. 

Is that man on the cover carrying 
a lamp, or could it possibly be a 
container of Listerine? 

SAMM S. BAKER, 
H. M. Kiesewetter Advertising 
Agency, New York. 


~~ + 7 
King for a Day 
To the Editor: They say that 


fame is fleeting and I’m sure no 
better example of that statement 
can be had than in connection with 
the story which you carried in your 
Dec. 11 issue with regard to the 
14-page rotogravure section which 
the St. Louis Post-Dispatch carried 
for Famous-Barr on Dec. 3. This 
was said to be the largest section 
of its kind ever carried by a news- 
paper for one store. 

It so happens that on the very 
same day the Boston Globe carried 
a 16-page color and monotone grav- 
ure section for the Jordan Marsh 
Company, a_ Boston department 
store. The Globe also carried at 
about this same time last year a 
12-page gravure section with color 
for this advertiser. 

VERLE D. BREWER, 

Osborn, Scolaro, Meeker & Co., 

Chicago. 

+, T+ + 
Commercialism? 

To the Editor: Immediately prior 
to Christmas, the attached Yuletide 
greeting will appear in newspapers 


‘Twas the Night Before Christmas 


A Mery Christnas to All! 


of communities in which a majority 
of our eight-odd water works com- 
panies operate. The signatures of 
our plants serving the respective 
municipalities will, of course, 
place the “Plant Name Here.” 
At first there was a hesitancy to 
make use of this greeting because 
ome readers might possibly con- 
strue a commercialism of praye! 
therein. We believe, however, that 
the picture and text are in keeping 
with the spirit of Christmas. Do} 
you agree? 


re- 


W. S. Koenlc, 
American Water Works & Elec- 
tric Company, New York 


v v v 


Anyone Second 
the Motion? 


To the Editor: Attached is 
nomination for the All - American 
executive backfield. This backfield | 
is certainly versatile. On the attack | 
they score two touchdowns for the 
Cleveland Plain Dealer. Then they 
hold the line for dear old Johns- 


Manville. 
Scouts like the undersigned who 
have been fooled by this play twice | 
likely to stop it cold the next} 
time the Four Horsemen try to pull | 
it somewhere else. 
HENRY C 


are 


WHITTLESEY, 


Philadelphia. | 


| vertising 


| “reason-why” 
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Our ever-inquiring correspondents cover everything from alfalfa to Zeus. This time 
the query has something to do with the relationship between man and beast and 
Listerine mouth wash. 


Solution to 


a Pressing Problem 

To the Editor: It is our belief 
you may find the attached adver- 
tisement of particular interest. It 
represents an unusual departure 
from routine winter cruise travel 
advertising. This advertisement not 
only sells the Oslofjord winter 
cruises of our client, the Frank 
Travel Service, sponsor of Oslof- 
jord cruises jointly with the Nor- 
wegian American Line, but the 
1939-40 winter cruises of both the 
Holland-America Line and Swedish 
American Line. 

May we review the unique prob- 
lems which faced the operators of 
cruises this winter? First there was 
the all-important need to confine 
cruise offerings to neutral flag ships, 
cruising within America’s neutral 
waters to ports of neutral neigh- 
bors. The winter vacationists’ ac- 
ceptance of this orderly planned 
program was encouraging. The or- 
ganizations selling winter cruises, 
proceeded with their individual ad- 
programs and _ inquiries 
and definite bookings followed. 

Then the week of indiscriminate 
mine-laying and subsequent loss in 
tonnage made front page news re- 
peatedly. Inquiries on winter cruises 
became stagnant almost immedi- 
ately, though the waters of the dis- 
asters were over 3,000 miles away, 
and newspapers in this country 
gave prominence to a report by 
United States naval experts that 
ocean currents made it impossible 
for floating mines to cross the At- 
lantic into America’s shipping lanes. 

Faced with this serious situation, 
Frank Travel Service recognized 
the need to scrap their existing ad- 
vertising program, and set into mo- 
tion a campaign which would sell 
cruise-vacationing against other 
winter vacation plans. This required 
copy favoring all 
The main body text of the 
enclosed advertisement reminds the 
reader of enjoyment which only 
cruise vacations offer. It recalls the 
colorful, nearby foreign lands where 
peace and happiness prevail, that 
cruises unlike other vacations elim- 
inate frequent packing and unpack- 


cruises. 


WELL, THE BOYS WORK HARD 


Yon See We Get TWO Markets at (VE Low Cost 
iu the Cleveland «’-in-] Viarkel™ 


my | Sa 
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CLEVELAND PLAIN DEALER 


An alert reader spots a quartet of business executives who are also quick-change 


Letters are welcome. 


PAGE THE SPCA 


am — 


portant travel centers of the At- 


| 
| 
| 


ing. 
cruising, the low per day cost of a 
cruise ticket was also emphasized. 
It is noteworthy that Frank 
Travel Service, America’s oldest 
travel agency, (established 1875) is 
not only in step with present day 
rapid changes in travel trends, but 
is leading the way to successfully 
meet these new problems. It is 
through its efforts the enclosed 
advertisement developed. Being so 
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more ebout these cruis 


Let us tell you es 
our Thavel Agent 
% ” 
highly regarded in the travel in- 
dustry, the three transatlantic | 
steamship companies whose signa- | 
tures appear in the advertisement, | 
agreed to the Frank Travel sugges- | 
tion that a joint advertisement be 
scheduled to sell cruise vacations, 
rather than attempt the task indi- 
vidually in smaller’ advertising 
space units with less likelihood of 
success. 

Major newspapers in New York 
City have received the copy. The 
intention is to include other news- 
papers in the Metropolitan area, 
and use a supplementary list in im- 


lantic seaboard. 


Cecil & 
York. 


E. A. THIELE, 
Presbrey, Inc., New 


“THAT J-M ENGINEER WAS RIGHT... 
HE HAS REDUCED OUR FUEL COSTS 
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7M Johns Manvile INDUSTRIAL INSULATIONS J 


artists, switching from Johns-Manville to the Cleveland Plain Dealer. i 


Consumer Viewpoint 
Clearly Defined 


To the Editor: I was interested 
in reading the report of Donald E. 
Montgomery’s talk about advertis- 


| ing in the Nov. 27 issue of ADVER- 


TISING AGE. I was_ particularly 
interested in the reference to Dr. 
Ruth Ayres as being the delegate 
of the American Association of 
University Women to the Retail 
Consumers Union of America. I 
presume that refers to our organi- 
zation, the name of which is the 
National Consumer-Retailer Coun- 
cil. 

Mrs. Dunbar’s address at our sec- 
ond annual meeting in October was 
we believe, particularly important 
because it represents for the first 
time the official point of view of 
the three consumer organizations 
that are members of our council. 
It has been our belief that up to 
this time consumers who have 
talked about advertising have ex- 
pressed their personal and _ indi- 
vidual points of view. Often these 
expressions have been contradic- 
tory. If the advertising business 
is ever to deal with the consumer 
movement effectively it is necessary 
to know what the consumers want. 
The consumers themselves must 
agree among themselves as to what 
their point of view is. Therefore, 
Mrs. Dunbar’s talk, being an offi- 
cial expression of the American 
Home Economics Association, the 
American Association of Univer- 
sity Women and the General Fed- 
eration of Women’s Clubs, we think 
it will be accepted by most busi- 
ness men as an important statement. 

ROGER WOLCOTT, 


Executive Secretary, National 
Consumer - Retailer Council, 
New York. 

vwy 


Balkanization Taboo 


To the Editor: Apropos your 
intention to push for a test of New 
York’s insidious technique of en- 
forcing its cigarette tax, I suggest 
that your readers take note of the 
recent remarks of Governor Stark 
of Missouri on the threat of artifi- 
cial trade barriers. 

The Governor referred to such 


sete T 


| laws as a pathway toward “Ba]- 
|Kanization” of these United States, 


| That’s as succinct a summary of 
the situation as we’ve had. Before 
we know it politicians will be 
adopting local platforms calling for 
high tariff planks. 
ELMER WILLOUGHBY, 
New York. 
vwy 


\BIG AFTER XMAS 
SALE 
FIREPLACE 
FIXTURES 


Every year we run our After Xmas 
Sale of Fireplace Fixtures before 
Xmas. 


Drive out today and see the world's 
largest stock of Fireplace Equip. 
ment. 


All goods marked in plain figures. 
Now everything in the store re. 
duced in price. 


Those big, heavy $4.00 24-inch 
Cast Iron Grates, only 


$1.65 


STORE OPEN EVERY EVENING 
UNTIL 8:30 P.M. 


SUNDAYS 1 TO 5 P.M. 


WILMER STEWART 


312-314-316-327 W. Los Feliz, 
GLENDALE CHapman 52131 


Anything Can Happen 
To the Editor: Yes, it’s true! An 
after Christmas sale one month be- 
fore Christmas. Will Santa like it? 
MILTON FEINBERG, 
Feinberg Advertising Agency, 
Los Angeles. 


IN THE AKR 


@ Twenty years ago the 
Reliable Furniture Com- 
pany had its beginning 
in a modest two-story 
building. Thirteen years 
later they moved their 
quarters to a larger 
store on Main Street. 


@ Today we congratu- 
late three young officers 
of the company, Mr. N. 
C. Peters, Pres., Mr. F. 


Gross, Vice President 
and Mr. H. Levinson, 
Treasurer, whose fore- 


sight and confidence in 
Akron's growth led them 
to open one of Ohio's 


finest furniture stores. 


the first store. 


For complete, 


econo 


free-spending 


DISPLAY CONFIDENCE 
ON MARKET 


@ The Reliable Furniture Company has advertised in the Beacon 
Journal consistently and frequently since the first day it opened 


rate wour advertising in the... 


AKRON BEACON JOURNAL 


Represented by STORY. BROOKS & FINLEY 
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Promotion 
Review 


Colorful and effective is the bro- 
chure just issued by CBS, called 
“Rip Off the Mask!” in which the 
detailed story of a triple check on 
the effectiveness of a CBS program 
is given. It’s a statistical story, but 
told simply, and with elementary 
bar charts and cartoons in color 
that make it easy going. 

7% Ed « 

We've been reddening up upon 
finding pale blue female stationery 
on our desk addressed in a feminine 
hand, and opening it up to find that 
we are “Honey” and “Sugar.” The 
first in the series was a peach— 
all about how surprised we’d prob- 
ably be to get a letter from her 
with a Dayton postmark, and how 
she hadn’t forgotten about us since 
college, and so forth. The tip-off 
comes inside: “But the reason I 
wrote you is because I can do you 
some good around here—and you 
know that I want to. People listen 
to me with interest and I'll put 
ideas of yours into their heads if 
you'll just tell me what and when.” 
So sayeth Polly, telling us we can 
write to her care of Station WING. 

* aK * 


Wall Street Journal has issued a 
planographed, spiral- bound book 
giving details of an investigation 
into the wealth, income and occu- 
pation of typical subscribers which 
goes into unusual detail about their 


personal affairs. It’s neatly done in 
two colors, yet probably relatively 
inexpensive. 
* a a | 

The Washington Post has sent out | 

« four-page, file-size folder pointing | 
to its frequent mention in the Con- 
gressional Record as evidence of its | 
nfluence. 

% us 2 

A swell job of cooperative pro- 
motion is being done by the Local 
Farm Paper Advertising Managers’ 
committee, which has just issued a 
called, “The Editorial] 
Power of Local Farm Papers,” in 
which the editorial story of 23 
farm papers is told, together with 
pictures and some factual data on 
their editorial staffs. I. W. Ingalls 
of American Agriculturist is chair- 
man of the committee, and the book 
s prepared by N. T. Crane, of 
The Farmers Guide, Huntington, | 
Ind 


: 7 
pooklet 


* * % 


Incidental promotion of the finest 
sort is represented by the very at- 
booklet Scripps - Howard 
Newspapers has just issued, giving 


tractiv = 


details of the aeronautic scholar- 
ships awarded by the newspapers 
in the group. Pictures and brief 
biographies of the winners fill most 


PRINTING 


pie sina service is 
J complete —Ad-Setting, 
igraving and Printing. You 
n use one or all as required, 
t all are here ready to serve 
uu. Experience proves that 


ere is often a distinct advan- 


of the book, which is sent out with 
a very brief letter signed by Roy 
Howard, saying: “The inspiration 
we have received from the pictures 
and brief biographies of these boys 
made us feel that you would be in- 
terested in having a copy of this 
booklet.” 
* a 


Forjoe & Co. crashes through with 
a mimeographed letter for Station 
KFRO which gets attention by hav- 
ing a shiny new penny pasted on 
it. It announces the second annual 
KFRO one-cent sale, which works 
this way: on any KFRO contract 
beginning in January and lasting 
not more than 13 weeks, a duplicate 
unit of broadcasting on the same 
day is given for one cent. 

* * ob 

“Don’t Take Our Word for It” is 
the title of an attractive booklet 
issued by The Highway Traveler 
which reproduces a score of testi- 
monials from advertisers. The testi- 
monial letters are set in a bleed 
background of travel pictures. 


OOR ALGERNON! For years 

he’s toted ice on his back, and 
ideas in his noggin. (We mean the 
kind of ideas that win prizes.) He’s 
entered every contest, and by sav- 
ing wrappers has won everything 
from an auto to enough Pansy- 
foam soap to handle all Saturday 
nights from now to his old age 
pension. He’s a hero to his wife — 
and a headache to the rest of us. 


And now comes a contest that’s 
a cinch, with five hundred smack- 
ers of fresh folding money as the 
prize — and he can't enter! 

Nope, only advertising men or 
women can participate! Just sug- 
gest a descriptive name for the pri- 
mary area covered by The Cowles 
Stations. The best one takes the 


$500. 


So just forget your ice man, and 


start thinking of a name 


We'll send any additional infor- 
mation you want. Just ask for it. 


HERE ARE THE RULES 


1. Contest open only to members of advertising 
sales and advertising departments 


agencies and 
of radio advertisers. 


NAB 10th District 
Gives 13 Votes to 


Broadcast Music 


Omaha, Dec. 13—Broadcast 
Music, Inc., new subsidiary of the 
National Association of Broadcast- 
ers, won 13 additional supporters 
last week at a meeting of Tenth 
District NAB stations here. That 
an expansion of this number is ex- 
pected was indicated by Neville 
Miller, NAB president, who an- 
nounced that 35 per cent of the 
stations in the Tenth District, com- 
prising Iowa, Missouri and Ne- 
braska, have either signed or prom- 
ised to sign. 

The new contract of the American 
Federation of Musicians and the 
NAB code were also discussed. 
While sentiment appeared to be 
against any increase in pay for the 
musicians, no resolution emerged 
from the gathering, the eventual 
consensus being that a 


~~ 


v 
v 
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| watchful waiting was preferable. | station owners will hold only the 


| 
| 


The code discussion failed to) 
clarify sentiment of the broadcast- | 
ers. While Don Searle, of Central | 
States Broadcasting Company, a 
member of the NAB code compli- 
ance committee, extracted a four 
to one vote in favor of “liberal in- 
terpretation,” a showing of hands 
later indicated an almost identical 
preference for “enforcement.” 


Miller States Problem 


In outlining plans for Broadcast 
Music, Mr. Miller said “that ASCAP 
is determined to get every last 
nickel it can extract from radio. 
Most broadcasters are now operat- 
ing at a profit and the time to at- 
tempt to remove the shackles is 
before demands reach a point where 
no margin for defense will be left.” 

Mr. Miller presented charts show- 


ing the steadily mounting sums paid 
by the radio industry to ASCAP 
since 1923 and estimated for the 
next two years. He said that if | 


title to their properties. 

J. O. Maland, general manager 
of WHO, Des Moines, was the first 
to “hit the trail” and sign with 
Broadcast Music, Inc. In a strong 
talk, he expressed complete confi- 
dence in the integrity and ability 
of NAB directors, and said he be- 
lieves his station will get every 
dollar back in reduced music fees. 

John Gillin, Jr., general manager 
of WOW, reported that he was un- 
able to subscribe to Broadcast 
Music, Inc., “at this time.” The 
station is owned by the Woodmen 
of the World Insurance Society, 
which is forbidden to invest its 
funds, under state laws, in such 
enterprises. 


Joins McC-E in Dallas 

Enos Schaffer, formerly advertis- 
ing and sales promotion manager of 
American Steel Export Company, 
New York, has been appointed as- 
sistant account manager of the Dal- 


policy of | these exorbitant fees continue, radio’ las office of McCann-Erickson. 


Here's One Contest 
* Your Ice Man Can't Win! 


In Cash for the Best Name for Terri- 
tory Covered by the Primary Area 
of Stations WMT-KRNT-KSO-WNAX 


COL0. 


today. 


of 


country. 


IMPORTANT FACTS TO HELP YOU SUGGEST A NAME 
LIVESTOCK raising is an important factor 
in the 385 primary counties served by 
The Cowles Stations. One-third of the 
nation’s hogs, one-fourth of the horses, 
and one-fifth of the farm cattle are found 
here. Although the farms number but 10.7 
per cent of the nation’s total, the farmers 
in the area receive more than 22 per cent 
the farm livestock 


income of the 


Population in the area is well divided, 
with a two million urban population, and 
nearly five million rural. 


The 96,000 retail outlets in the district 
receive an annual gross business of more 
than $1,500,000,000 from the 1,500,000 
families of the area. The Cowles Stations, 
Des Moines, will gladly send you more 
complete information if you desire. 


Contest Closes December 31, 1939... Mail Entry Now! 


Entries must be submitted on your firm letter- 
head. Submit as many names as you desire. 

Mail to Contest Editor, The Cowles Stations, 
Register and Tribune Bldg., Des Moines, lowa 


‘ige in having your typography . 
ne where you can get engrav- 3 


gs and press proofs in any 


n must be postmarked not later than 
, midnight, December 31, 1939. 
juantuty. P 2» ab: 782 . : 
y. Phone Wabash 7820. $500.00 cash will be paid for the name that, 
in the opinion of the judges, most accurately 
a and completely describes the combined market 
or primary area_of_ stations at, Bae. 
i s KSO and WNAX. Entries will be judged for 
Faithorn Corporation originality, accuracy of description, and ap Lm , <x <A 
504 She H inoi propriateness for use in advertisir Do not XN 
ae ee Chlenge, aanets send elaborate entries. In cases of ties, duplicate wut KRW ~kS0 Wank 
prizes 


\ Complete Day and Night Service for will be awarded. 


\d 


vertisers and Advertising Agencies 


Decision of the judges will be final, and all 
entries become property of The Cowles Stations 
for advertising choos 


hated with THE REGISTER AND TRIBUNE, Des Moines, lowa 
Represented Nationally by THE KATZ AGENCY 


or for any purpose they 


pF ee oo 
9 eee Br 
. | a 4 
i . 
fe 
: 
a a ———————————_— ——— " 
| oa ; 
- — 
i REREESCPEE ES ey * 
b\ i Peesmaneay Dee RESO . oe /ea Fg 
. M7, Shakers 6 ty C /$ FOR Ej 
\ Cn Sie ghey 0 ps 
| 4 snp eee ag NTE, WE | 
TD | ee ay Mert : ants 
iy gir As en gyising wt 
YY mY bp J . \ D0 %p Y a q ee 
itm So Lay mine 
Ja~ im ~_ "> “i 
ae a ) s 00 — 
i ¥ = ~~ re f » adi ~ 
areata ' . 
L f Pixs, 
CR “Ae ne 7. 
| = 2 Ge ae 4 7 ie 
a oY * 
» See SS de > =. ; ae 
| _ Te — 
| fe ey OO eg ws - 
WY0. — : : . an - aa ae eae gee » 
DQ, ; fe Ree = 1O0WA * “ . 
NEBR. / eT 2 ._ = ar 
SAO = 
AY 
RS es ee 4 
g A ate 
4 @ 
Y o : 
ee «3 
es i 
ee 7 g : 
WN 
os A X ; 
N A 
OUR Tey 
a ns 
| , ¢ 
a 
ay, 
d J et = * ane PE! MB 6: 4 Pt i j } <s PRS ‘ rte : ae, ; : ft oT aye a% 


;' 


22 


ADVERTISING AGE December 18, 1939 


From First 
to Final 


Number One in a Series of 


Picture 


John & Adams, Detroit, at 
Work on the Pontiac Account 


W. A. P. John, head of the agency, submits copy, layouts and art work for a proposed 
Pontiac campaign to D. U. Bathrick, general sales manager; F. A. Berend, advertising 
manager; and H. J. Klinger, general manager of the Pontiac Motor Division of General 


Stories. MacManus, 


Copywriter Edward Taylor starts the ball rolling. His copy, along 


Artist Harry Smith has just completed a set of Pontiac jay. 


with layouts and art work will soon be submitted to the client's outs. He holds typewritten copy in his left hand as he 


rrrre rere 


Motors Corporation. 


advertising and sales executives. checks the headlines on the sketches in front of him. 


Monthly dealer meetings are held to acquaint distributors 
with merchandising plans. Here is Carl Longnecker, Pontiac's 
oldest dealer, perusing a newspaper ad. He hails from 
Erie, Pa., where he has been an auto merchant for 30 years. 


On another front George Shephard, well known illustrator, 

puts the finishing touches on a 1940 Pontiac painting which 

will be used in several phases of the year's advertising and 
merchandising campaign. 


SEE YOUR NEAREST PONTIAC DEALER 


And here is the creator of those sylphlike females, George Petty, at 
work in his studio near Hayward in the Wisconsin woods. The 


painting will soon be posted extensively. 


Three for Oswald 

Oswaid Advertising Agency, 
Philadelphia, has been appointed to 
handle promotion of Sharples Cor- 
poration, centrifugal and _ process 
engineers, Philadelphia; Holland 
Laundry, Brooklyn, and Newark 
Model Laundry, Newark. 


Banks Name Doremus 


Doremus & Co., New York, has 
been appointed to handle the coop- 
erative campaign of the Federal 
Sevings and Loan Associations of 
metropolitan New York, effective 
Jan. 1. Newspapers will be used 


exclusively. 


(F ACT §$ 


T BAtLTtiMorR et) 


“What makes 

a market good-- 
PEOPLE or 
MONEY ?” 


The answer is ‘‘BOTH.”’ 
Baltimore is a BIG market 


any way you look at it. Population about 1 MILLION (949,247). 


1938 Retail Sales: $372,770,000. 


Index of buying power (accord- 
ing to “Sales Management” 
survey, April 10, 1939)--117 
(national index, 100). 


Bank deposi.s total $669,976,836 
ONE THIRD of which are 


in mutual savings banks. 


Make your advertising investment ina 
growing market. Use Baltimore's “first 
choice’’ radio station. 


WFBR 


BALTIMORE 


National Representatives 


EDWARD PETRY & COMPANY 


* ON THE NBC 


RED NETWORK *® 


When Petty finishes, this is what looks dgwn on passing motorists. 
The announcement of the new Pontiac line was carried in 5,796 


With final schedules before them, Production Manager William 
Ingham (right) and his aide, A. A. Polscher, check matrices, copy 


24-sheet locations throughout the country. and proofs destined for use in 1,500 newspapers on a designated day 


Promotes Gift Show Appointed by Sta-Rite 

L. Raymond Company, Los An- Frankel-Rose Company, Chicag' 
geles, has been appointed to pro-|has been appointed to direct adver- 
mote the 11th California Gift & Art| tising of Sta-Rite Ginnie-Lou, Inc 
Show, to be held in Los Angeles|Shelbyville, IJl., manufacturer © 
Jan. 28-31. Larry Raymond is ac-|Sta-Rite hairpins and Ginnie-L0 
count executive. Direct mail and|cosmetics. Jones B. Frankel 
account executive. 


| Standard Products 
Adds Three to Staff 

Three well-known food merchan- 
|disers have joined Standard Food 
Products, Inc., which is expanding 
distribution of its Blue’ Bonnet 
margarine to 26 states. ge chats tat tgarte = “gpiecticiod 

Edward L. Superka, for 11 years |‘"@4¢ Papers will be used. 
in the edible oil sales department : = = SS 
of Procter & Gamble Company, has 
taken an executive post with 
Standard. Wade E. Utley and B. J. 
Harmon, formerly of Capitol City 
Products Co., Columbus, will be 
| field men 


New Station Asked 
for Schenectady 


Mayer L. Cramer, distributor for 


M-W TOWER DISPLAY 


Tide Water Oil Company in Sche- 
nectady, N. Y., is one of the incor- 
porators of Van Curler Broadcast- 
ing Corporation, which will seek a 
license for a new Schenectady 
station. 

WGY has been the only Schenec- 
tady station since 1922 It is 
owned by General Electric Com- 
pany and operated by National 
Broadcasting Company. 


Pioneer Gets Aid 

Pioneer Valley Association, 
Northampton, Mass., will receive 
tax money not to exceed $5,000 
from Hampshire County under pro- 
visions of an act permitting county 
boards to use such funds for pro- 
motion. John W. Haigis, Green- 
field, Mass., and owner of Station 
WHAI, heads the Pioneer — 


Association 


© Py oe oS 


finds a preferred spot on crowded coun- 
ter because of so little space required... 
and because it attracts the customer's 
eye from way across the store. Displays 
your packaged product to best advan- 
tage at point of sale. . . “stacked” as 
cans or cartons could not 
safely be stacked! And 
it helps sell your goods... 
as repeat orders prove! 
Pp» e AlLumet 7200 or Write 
MAGILL-WEINSHEIMER COMPANY 
1320-1334 SOUTH WABASH AVENUE 
CHICAGO, ILLINOIS 
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Fvolution of 
Radio Call Letters 
Recounted by FCC 


Washington, D. C., Dec. 12.—In 
announcing today that it now has 
about 65,000 active radio call letters 
outstanding, the Federal Communi- 
cations Commission pointed out that 
these designations are now issued 
according to a definite plan. 

This system was proposed at the 
Berlin international radio conven- 
tion of 1906 and took effect in 1908. 
[t was not, however, ratified by the 
United States until 1912. Prior to 
that time, an arbitrary method was 
used to determine call letters of any 
licensee. Under this plan, many 
radio stations adopted letters con- 
taining some advertising reference, 
an achievement which no longer is 
possible. 


First Stations Lucky 


The idea of securing call letters 
with special significance probably 
reached its climax when a Detroit 
police department station was as- 
signed KOP. This brought a deluge 
of such requests, many of which 
were granted. Examples are WRC, 
Washington station of the Radio 
Corporation; WGN, operated by the 
Chicago Tribune, “the world’s 
greatest newspaper”; WCCO, Wash- 
burn-Crosby Company; WACO, 
Waco, Texas; WMMN, Fairmont, W. 
Va., in honor of Senator Matthew 
M. Neely, of that state; WJJD, Chi- 
cago, initialed for James J. Davis, 
head of the Loyal Order of Moose, 
and now Senator from Pennsyl- 
vania; WLS, formerly operated by 
Sears, Roebuck, and meaning, 
“world’s largest store’; and WIOD, 
Miami Beach, Fla., standing for 
“Wonderful Isle of Dreams.” 

Under the international system, 
the first one or two letters of the 
call signals indicate the nationality 
of the station. Ratification of the 
Berlin convention gave the United 
States use of three letters—N, K 
and W. About the time this country 
entered the world war, available 
combinations had been exhausted, 
making it necessary to add another 
letter. The international radio con- 
ference 
maining combination beginning with 
KA, KB and KC to the United 
States. Four-letter calls under this 
convention are assigned to ships 
and fixed stations in domestic point- 


to-point service and five-letter calls 
to radio equipped aircraft. 
Tell System Followed 


All classes of experimental sta- 
tions are assigned calls with the 
initial letter K for outside stations 
and W for those within the conti- 
nental limits of the United States, 
followed by a number designating 
the radio district, and by the letter 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


of 1927 allocated the re-| 


X to denote experimental, with not 
more than two letters following. 

The Federal Communications 
Commission allocates call letters as 
follows under the _ international 
agreement: 

Call letters beginning with N are 
reserved for the exclusive use of 
the United States Navy and Coast 
Guard. 

Those beginning with K are as- 
signed to stations West of the 
Mississippi River. 

Those beginning with W are as- 
signed to stations East of the Mis- 
sissippi. Those starting with KH 
followed by various combinations of 
three letters are reserved for air- 
craft radio stations. 

Any existing call letter assign- 


ment not in accordance with this 
policy is due to the fact that the 
station was licensed before the 
present allocation plan was adopted. 


Named After Ships 


Some call letters used today have 
been inherited from stations which 
made headlines through tragedy. 
KGB, now assigned to a station at 
San Diego, Cal., was formerly used 
by the steamship D. H. Lucken- 
bach, sunk by a submarine off the 
coast of France in 1917. KOB, 
Albuquerque, N. M., was assigned 
to the steamship Princess until she 
foundered on Rockaway Shoals, 
N. Y. Radio played an important 
role in the rescue of the 106 per- 
sons aboard. 


Toastmaster Adopts 
Division Autonomy 


Following the recent resignation 
of K. C. Gifford as general sales 
manager, McGraw Electric Com- 
pany, Elgin, Ill., has set up its two 
divisions as independent units. 

W. E. O’Brien, who has been 
assistant sales manager since 1935, 
has been appointed sales manager 
of the commercial division. 


Slide Film for Park 


Philip R. Park, Inc., San Pedro, 
Cal., manufacturer of Parkelp 
health foods and ManAmar live- 
stock feed, has issued a sound slide 
film to merchandise the latter prod- 
uct to feed manufacturers and deal- 
ers. Camera, Inc., Chicago, was the 


producer. 


Manson Gets Dairy 


D. S. Manson & Associates, Min- 
neapolis, has been appointed to 
handle advertising of Dairy Fresh 
Creamery, Minneapolis, formerly 
Everfresh Creameries. Plans pro- 
vide for a radio program. “Pin- 
occhio” over Station WTCN, and a 
tie-in with the comic strip of that 
name starting in the Minneapolis 
Sunday Tribune Dec. 24. 


. 7 Ld ae 
Rejoins “Congratulations 

Mrs. Dorothy Hurst will rejoin 
Congratulations, New York, as pub- 
lisher and advertising director on 
Jan, 1, succeeding D. Minard Shaw, 
resigned. Mrs. Hurst was associated 
with the magazine as advertising 


.director from 1937, when it was first 


established, to December, 1938, when 
she resigned because of illness. 
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MORE powEk ON 590 KC TELLS THE sTORY 3 
aa | MorE poWER—3:000 watts full time oP 590 kilocycles— | ; 
fC means many thousands of new listening ©4F* will be happily | # 
added to the coverage of this station for the benefit of the a 
7 | NOW advertiser: . — : 
| Eng! sh eed that 5.000 watts n 590 kil \ = 
| 5.000 WATTS ngineers ave agr a atts 0 ki ocycles od 
delivers 45 much actual coverage 4 80% of the stations Oper a 
TIER ating on 50,000 watt power: The answer t0 this apparent re 
eee FULL TIME paradox is in the inherent carrying power of the wow fre- - 
quency of 590 kilocycles- " 
! =90 KC 
Complete coverage of the rich Omaha market requires cover- . 
age of part® of six states along, the Missouri River: No other a 
etation, alone: can give this coverage: If you want the Omaha _ 
market, you want wow. ” 
Jobn }. Gillin, jr., Manager + * * 
| Qwned and Operated by the Wood- 3 
: men of the World Life Insurance si 
Society --* John Blair & Compa"y> 
| Representatives _, « On the NBC - 
| Red Network - - ° Write for Com- 
: 5.000 Watt* pay an4 Night °o* prehensive Surveys and Map* 
vl 590 KC Cover® the Omahe Market ee 
4 . ‘ te Y . , : | | ¢ 


24 


ADVERTISING AGE 


December 18, 1939 


‘Brave New World’. 


Sets Tempo for 


Sohio Campaign 


New Technique Wins 
Consumer Approval and 
Steps Up Sales 


Cleveland, Dec. 14.— Abandon- 
ment of factual “nuts and bolts” 
copy in favor of an emotional ap- 
peal which mirrored the wonders 
of the world of today rang the cash 
registers of dealers of Standard 
Gil of Ohio so insistently that many 
observers here express the belief 
that a revolutionary keynote has 
been injected into advertising. 

The new type of copy was devised 
for the introduction of Sohio Su- 
preme, developed to succeed Sohio 
Ethyl. Four advertisements were 
prepared last July, but they at- 
tracted so much attention that W. 
Trevor Holliday, president of 
Standard Oil of Ohio, authorized 
McCann-Erickson to continue the 
series as long as it was able to pro- 
duce such a sensation among news- 


THIS 1S WHAT WE MEAN! | come rom) 


SOHIO SUPREME 


+ THE PREMIUM MOTOR FUEL FOR MOOEENS 


EMOTIONAL APPROACH SCORES FOR SOHIO 


MAKE A DATE WITH A SUNSET! 


SOHIO SUPREME 


miUM MOTOR FUEL FOR MODERNS: 


When Standard Oil Company of Ohio recently introduced its new gasoline, it 


gave free rein to copywriter Ralph Koser of McCann-Erickson. 


Results were so 


gratifying that the series was continued far beyond its allotted time. 


paper readers. The copy was term- 
inated enly recently in order to give 
the agency a chance to introduce a 
change of pace. 

The only comparable advertising 
run in recent months has been that 


Obviously a method of circulation which en- 
ables a business paper publisher to gain selec- 
tive and controlled coverage of his markets is 
one of the most important marketing tools of 
today. And that, precisely, is what the publish- 
ers of Controlled Circulation papers bring to 


you. 


The men who are important to you, controll- 
ing as they do final decision on industrial pur- 
They must be 
reached by your advertising to influence their 
decision in your favor. But, proverbially they 
are hard to reach, short on time, difficult to sell 
anything at all. A circulation method whose 
success depends on the ability of a salesman to 
contact and sell them obviously falls short of 


chases, are busy executives. 


the mark. 


What would you do, if you were a publisher 
facing this situation and very well aware whence 
the support for your magazine comes? Unques- 
tionably you would do much as a certain group 
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rediscover the fun of riding in a 
modern car. But Sohio went fur- 
ther than Nash in its attempt to 
adapt the atmosphere of D’Artag- 
nan and his musketeer allies to a 
modern world, and to accentuate 


and discovered one of the 
most successful marketing tools of today 


to a more 


tive, scientific 


amazing success . . 
tested by the experience of the many shrewd 


They discovered how to place their well 
edited books in the hands of every man who is 
concerned vitally with their specific business 
markets. From the beginning this type of selec- 


control of circulation proved an 
. a success completely at- 


advertisers who went into the pages of C.C.A. 


that story. 


magazines at the start—and stayed there, There 
are many vital facts in the story the representa- 
tive of any €.C.A. publication has to tell you. 
We suggest it is not wise to postpone hearing | 


THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 


A AR RC: A A A LTT AS ST ARE TES AAT land last May, Mr. Holliday called 


Bakers Review 
Bankers Menthly 
Better Roads 


Compressed Air Magazine 


Graphic Arts Monthly and 
The Printing Industry 


Hitchcock’s Machine Tool Blue Book 


Hospital Topics & Buyer 


Mill & Factory 
Modern Machine Shop 
New Equipment Digest 


Petroleum Marketer 


jeated to a 


fourths of the large space reserved 
for each advertisement was dedi- 
dramatic illustration. 


| Brief copy underneath was set in 
'large type and only a small box was 


of shrewd business paper publishers did some | 
time ago. They broke with tradition and in do- 
ing so found one of the most amazing publish- 
ing and marketing techniques of the day. 
Instead of spending their money in ever-in- 
creasing and futile sales expense, they turned it 
thorough consideration of their 
markets, to improvement of editorial content 
and to an infallible method of list building. 


| 


| 
| 
| 


devoted to conventional ballyhoo in 
behalf of the new motor fuel. 

One such picture showed the At- 
lantic Clipper outward bound past 
the Statue of Liberty. The head- 
ing below said, “For a world that 
makes its dreams come true!” and 


| copy continued: 


“We eat breakfast in New York, 
and tomorrow lunch in London... 
we watch a baseball game from 
our living room, forty miles away 
. we pick up a telephone in 
Hartsville and chat with a friend 
2,000 miles at sea. It’s a world that 
makes its dreams come true, and 
for the cars it drives Standard Oil 
has developed a great modern gaso- 
line—Sohio Supreme. Its smooth, 
silent surging power belongs in this 
brave new world that wears seven- 
league boots and laughs at dis- 
tance.” 

“Brave New World” made the 
heading for another advertisement 
which showed a lone car on an 
eight-lane “freeway” humming 
along toward an enchanted city in 
the distance. “Pull on your seven- 
league boots” was another. Still 
another exhorted, “Young man, 
don’t stop dreaming,” while another 
pastoral scene, enlivened only by a 
motor car eating up the miles, said, 
“Just because it’s fun.” Then there 
was another, “Make a date with 
a sunset,” in which boy and girl 
were looking westward with joy 
and confidence. 


When Words Fail 


Ralph Koser, who wrote the new 
Sohio copy, probably reached his 
peak, however, when he penned 
the following to go beneath the 
picture of a roller-coaster in a 
breath-taking dive: 

“This is what we mean! There 
are some things that words just 
can’t describe. ‘Thrilling’ tells so 
little of what you feel on that first 
dive into space on a roller coaster 
. and ‘pick-up’ is such a dull 
word to describe a panther’s leap. 
And ‘great modern gasoline’ can’t 
possibly describe Sohio Supreme’s 
surging power. That, too, is some- 
thing you have to feel.” 


The public not only read the copy | Chains to Premnote 


and bought Sohio Supreme, but it 
entered into the spirit of the ad- 
vertising and began to send in sug- 
gestions of subjects worthy of treat- 
ment. Rival agency men called up 
to congratulate McCann-Erickson 
on its new technique. Other Sohio 
products took a new lease on life. 


An Advertising President 


Some of the credit for the com- 


pany’s latest achievements must be | 
Holliday, | 
In addressing | 


placed with W. Trevor 
president of Sohio. 
the Advertising Affiliation at Cleve- 


advertising “‘an indispensable corol- 
lary of mass production,” and in- 
sisted that advertising departments 
and agencies must be considered 
major branches of a business. He 
also contended that no other execu- 
tives of a company should be per- 


Petti, 
\j 


Coming 
Conventions 


Jan. 12-13. Annual Western Con- 
ference, Public Utilities Advertising 


Association, Hotel Cosmopolitan, 
Denver. 
Feb. 20-21. Annual meeting, In- 


land Daily Press Association, Hote] 
Sherman, Chicago. 

March 26-29. Annual Packaging 
Exposition and Conference, Hote] 
Astor, New York. 

June 4-7. Annual convention, 
Lithographers National Association, 
Del Monte, Cal. 


Haylon Gets G-E 
Plastics Promotion 


William D. Haylon has been ad- 
vanced to advertising manager of 
the plastics department of Genera] 
Electric Company at Pittsfield, 
Mass. He succeeds Nat S. Stoddard, 
who has joined Stoddard Brothers, 
Milford, Conn., packers and dis- 
tributors of food products. 

Mr. Haylon is succeeded as pub- 
licity representative and editor of 
the “Pittsfield Works News” by 
Charles W. Kellogg, city editor of 
the Poughkeepsie Star. 


‘Hastings Buys 


Casite Company 


Hastings Mfg. Company, Hastings, 
Mich., has bought the J. R. Case 


Mfg. Company, Jonesboro, Ark., 
manufacturer of Casite motor 
break-in and sludge solvent. The 


business has been incorporated as 
the Casite Corporation, Hastings, 
Mich. 

Keeling Company, Indianapolis, 
which has handled Hastings piston 
ring advertising, will also be in 
charge of Casite. 


Clarke Agency 
Closes Its Doors 

Richard T. Clarke Company, 
Beverly Hills, Cal., has liquidated, 
Mr. Clarke joining J. M. Mathes, 
Inc., New York. 

Kenneth M. Miles, account execu- 
tive for Clarke, has joined Philip 
J. Meany Company, Los Angeles, 
as account executive, while Robert 
E. Eddy, art director, has taken the 
same post with Gerth-Knollin Ad- 
vertising Agency, Los Angeles. 


Largest Packages 


Chain Store Age, New York, 
which sponsored “Large Size” pro- 
motion by chains in 1939, will re- 
peat the event March 27-April 7, 
1940. 

A substantial increase is expected 
over the 121 drug chains and 38 
manufacturers who participated in 
the initial test. A drawing of 4 
Scotchman will be used to symbo- 
lize economy. 


Wise Moves 


Wise Associates, Philadelphia, has 
moved to the Burd blidg., 900 
Chestnut street, from 246 W. John- 
son street. Joseph F. Petti, former 
sales and promotion manager of 
inc., women’s wear, has 
the agency as account 


ex- 


oined 
ecutive. 


mitted to interfere with the creative | 
function of the advertising agency. | 
| He closed on this note: 
“Since advertising is essential to 
mass distribution, it need never let | 
| itself be put on the defensive by 
Progressive Grocer | critics. Those who strike at the 
basic principle of advertising are 

attacking the fundamentals of a 
high standard of living.” 


Rag Profits -_ . ee : “ae -* 


FOR NEEDED COVERAGE IN 


THE SMALL TOWN MARKET 


Industrial Equipment News 


Contractors and Engineers Monthly Pit and Quarry Handbook 


i , : Industrial Power 


Diesel Progress Premium Practice 


Jobber Topics 
Drug Topics 


Liquor Store & Dispenser 


Dun’s Review Roads and Streets 


Machine Design 
Electric Light & Power 


Meat 


Electrical Dealer Soda Fountain 


Medical Economics 


Electrical Manufacturing Super Service Station 


Excavating Engineer Tires 


Fleet Owner What's New in Home Economics 


Golfdom Wood Products 
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D th Fnds C eer PUBLISHER PASSES Florida in recent years. News. In 1917, he became advertis- | ing company. He also served the 


of Fritz J. Frank, 


‘iron Age’ President 


New York, Dec. 12.—The career 
of one of the most colorful and in- 
defatigable workers in the business 
paper field came to a close Dec. 
8 when Fritz J. Frank, president 
and director of Iron Age and ex- 
ecutive vice-president of the Chil- 
ton Company, died at Mt. Kisco 
following a brief illness. 

Mr. Frank, who was 68 years 
old, spent his entire business career 
in the publishing field, and had 
been associated with Iron Age for 
the past 30 years. Personally 
known to many of the readers and 
advertisers of this publication, his 
acquaintances extended far beyond 
the field of one magazine chiefly be- 
cause of his activity in association 
work 

He was an outstanding figure in 
the Associated Business Papers, 
Inc., and president of that organ- 
ization in 1923-24. 

A graduate of Rollins College in 
1896, Mr. Frank began his publish- 
ing career shortly after getting his 
degree when he became advertising 
manager of Colliery Engineer, later 
known as Mines and Minerals. In 
1902 and 1903, while still with this 
publication, he made a tour of the 
world, investigating possible mar- 
kets for American machinery. 


To Iron Age in 1910 


He joined the Mining and Sci- 
entific Press in 1906 as its Chicago 
representative, continuing there un- 
til 1910 when he was appointed 
idvertising manager of Iron Age 
in New York. In this post he estab- 
lished an outstanding record for 
successful performance and con- 
tributed very largely to giving this 
magazine the place in the field it 
now holds. 

1911 he was made secretary 
David Williams Publishing 


Fritz J. Frank 


Company, predecessor of the Iron 
Age Publishing Company, and in 
1918 was elected vice-president. 
One year later he became president 
and held this post until his death. 

Mr. Frank also held directorships 
in the Robbins Publishing Com- 
pany, the Business Publishers In- 
ternational Corporation, Newton 
Falls Paper Company and the Sav- 
age Arms Company. 

He was a trustee of his college 
and in 1935 received a decoration 
of honor from that institution for 
“a distinguished career in business 
and outstanding service to his alma 
mater.”’ A special memorial ser- 
vice will be held at the college on 
Feb. 24. 

His widow, a brother and sister 
survive him. 


MYRON C. PERLEY 

Miami, Fla., Dec. 13.—Myron C. 
Perley, vice-president and art di- 
rector of Lennen & Mitchell, New 
York, died here last night on his 
30th wedding anniversary. He was 
56 years old. Illness had forced 
him to spend much of his time in 
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Me 13.033 TRUCK, BUS AND TAXI FLEETS 
COMPRISE THE QUALITY AUTOMOTIVE | 
FLEET MARKET... THE 


“\nvestigations have proved 
treat a fleet smaller than ten 
vehicles does not constitute a 
buying unit, and is not large 
enough to justify 
—~ the installation of 
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A native of California, Mr. Perley 
began his career on the staff of the 
Los Angeles Examiner. He served 
several other advertising agencies 
before joining Lennen & Mitchell. 
He was widely known as an illus- 
trator, and in 1937 he received a 
medal awarded by the Art Direc- 
tors’ Club at its annual exhibition. 


New York, Dec. 13.—Arthur B. 
Chivers, retired Hearst newspaper 
executive and former publisher of 
the New York Evening Journal, 
died here Dec. 11 after a brief ill- 
ness. He was 66 years old, and was 
visiting New York after a trip from 
his home in Pikesville, Md. 

Mr. Chivers’ career in a variety 
of advertising capacities covered 42 


years, ending with his retirement) 


two years ago. He began in the 
advertising department of the 
Washington Star in 1895, and after 
a brief period with an agency in 
Chicago, he become advertising 
manager of the New Orleans Item 
in 1900. He left after a year to 
represent an oil company abroad, 
but returned to the Item in 1904. 
In 1909, he became advertising 
manager of the Cleveland News, 
and five years later assumed the 
same position with the Birmingham 
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ing and business manager of the 
old New York Globe. Two years 
later he helped organize the news- 
paper representative agency of S. S. 
Koppe & Co., which specialized in 
foreign newspapers. 

He joined the Hearst organiza- 
tion in 1921. 
lisher of the Atlanta Georgian and 
the Journal in New York, he be- 
came assistant to T. J. White, then 
general manager of Hearst Enter- 
prises. His last post before his re- 
tirement was with the Baltimore 
News-Post. 


GEORGE G. BAYNE 

Tulsa, Okla., Dec. 11.—George G. 
Bayne, founder of the Tulsa World, 
died suddenly at Clinton, Ill., Dec. 
3. Mr. Bayne founded the newspa- 
per in 1905 and retained ownership 
until 1913. Following that he ex- 
tended his activity into other fields, 
including organization of a Tulsa 
bank and a hotel, later entering the 
coal business. 


WILLIAM J. F. DAILEY 
Ridgewood, N. J., Dec. 12.—Wil- 
liam J. F. Dailey, retired advertis- 
ing man, died at his home here 
Dec. 9. He was 73 years old. He 
was associated for many years with 
Stone & Kimball, Chicago publish- 


€ 


After serving as pub- | 


| Cheltenham Press, in New York, 
land the L. I. Van Patten 
| : 

| George L. Dyer agencies 


and 


Transcriptions Are 
‘Banned in Austrailia 


Importation of radio transcrip- 
/tions has been banned by Australia, 
|according to word received in this 
|country by recorders, aS a war 
monetary control measure. 

Importation of matrices will be 
permitted in proportion to trans- 
cription purchases for the year 
'ended June, 1939. The prohibition 
\is effective Feb. 29, 1940. 
Minneapolis Papers 
Use Scented Inks 

Minneapolis newspapers success- 
fully scented printing inks by mix- 
|ing them with perfume, at the re- 
|quest of Powers Mercantile Com- 
peny, advertising perfume for 
Christmas gifts. 

The Minneapolis Morning Trib- 


une and the Times Tribune partici- 
pated in the experiment. 


Barker Leaves Sears 

J. M. Barker, who as vice-presi- 
dent in charge of retail administra- 
tion, developed the retail store sys- 
tem for Sears, Roebuck & Co., Chi- 
cago, has resigned. He also held 
ithe offices of treasurer and comp- 
| troller. 


CALL ANY EDWARD PETRY OFFICE. 
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Direct Sellers 
Call Supreme Court 
Rulings “Helpful” 


Chicago, Dec. 14.— While mer- 
chandising experts disagree as to 
the significance of recent Supreme 
Court decisions invalidating local 
restrictions on the distribution of 
literature, the National Association 
of Direct Selling Companies has 
abandoned the proposal to initiate 
a test case applying the principle to 
door-to-door selling of merchan- 
dise. 

Alfred C. Fuller, president of the 
Fuller Brush Company, Hartford, 
Conn., expressed the opinion, 
ever, that the 
rect sellers. 


rulings will help di- 


Strategy Ruled Out 


The Supreme Court held uncon- 
stitutional an Irvington, N. J. ordi- 
nance requiring a police permit for 
door-to-door sales of periodicals, 
on appeal by Jehovah’s Witnesses, 
a religious sect. It also rejected 
ordinances prohibiting distribution 
of handbills, as adopted in Los An- | 
geles, Milwaukee, Worcester, Mass.., | 
and Griffin, Ga. The court said that | 
the first ordinance abridged free- 
dom of the press, and the others 


how- | 


| constitutional guarantees of free- 
|dom of speech and the press. 

Merchandisers suggested that 
salesmen might be armed with 
printed solicitations or copies of 
periodicals containing the advertis- 
ing of their employers, but J. M. 
George, secretary of the National 
Association of Direct Selling Com- 
panies, said that a clause in the de- 
cision ruled out such action. 

In discussing the situation, Mr. 
Fuller expressed the opinion that 
both decisions have an important 
bearing on the merchandising sys- 
tem of the Fuller Brush Company. 

“They are in line,” he com- 
i|mented, “with a long list of high 
court decisions prohibiting inter- 
ference by local communities with 
interstate commerce, and I feel that 
they are extremely important in 
| preventing arbitrary action by local 
/municipalities and states.” 


Comptometer Copy 
Will Shift to 
Cartoon Technique 


Chicago, Dec. 13.—Felt & Tarrant 
Mfg. Company today disclosed plans 
to celebrate the new year with in- 
troduction of a new Comptometer 
and a campaign in which copy style, 
as well as the design of the ma- 


chine, has been substantially al- 
tered. 
Comptometer copy in 12 maga- 


zines will employ a cartoon tech- 
nique for the first time and a “fa- 
miliar’’ approach designed to pre- 
sent the fundamental advantages of 
the device which has been changed 


both mechanically and in appear- 
ance. 
Color pages are scheduled for 


American Business, Business Week, 


News- 


Now Denson-Frey 
Erwin M. Frey & Associates, 
lic relations counsel, 
name 
Helen V. Denson is the | 


changed the 
& Affiliates. 
new principal. 


Resigns Sofskin 
Beeson, Inc., 
announces the 


Sterling 
agency, 
of the account 
Company, 


of Sofskin Creme | 
Findlay, O. 


pub- | 
New York, has | 
to Denson-Frey 


Toledo 
resignation 


| Fortune, Nation’s Business, 
week and Time. 


‘Beck to “Inquirer” 

Bob Beck, formerly with the Chi- 
cago Herald and Examiner, 
joined the local staff of the Phila- 
delphia Inquirer. 


Black and white 
insertions will appear in Canadian 
Business, Chain Store Age, Collier’s, 
| The Controller, NACA Bulletin and 
Office Appliances. 

N. W. Ayer & Son is the agency. 


has 


Any member 
of the A. T. A. 
will give you: 


Highest Quality 
Intelligent Service 
Expert Craftsmanship 
Complete Facilities 
Sound Business Ethics 
Good Taste 

Uniform Practices 
Greatest Choice of Type Faces 
Type Service for 

all Advertising Purposes 
Lowest Practical Costs 


THE 


Advertising Typographers Association 


OF AMERICA, INC. 


iterate People of all ages read books, newspapers, magazines, 


and a vast amount of other printed material; yet the great 
majority of them have a profound ignorance of the printing 
arts. Ask “the man on the street’’ how many type faces he 
can name and you'll get some surprising answers. Many ad- 
vertising agency men will be stumped after calling off ten 
or a dozen; and a very few can go farther and explain how 
“Kabel” differs from “Futura” and what are the characteris- 
tics of “Narcissus” or “Etienne Old Face.” 


It's no trade secret, however, that there are scores and 


scores 


even hundreds—of faces each in a wide range of 


sizes and with the usual variants. More are coming out all 
the time. A. T. A. members have a tremendous investment 
in type in order that you may have what you want. It has been 
estimated that from 40%-60% of the type in the adver- 
tising typographer’s composing room is seldom used — yet 


itis on hand.. 


. available if you specify it. A. T. A. members 


carry this expensive stock as a part of their comprehensive 
service to advertisers. 


A general printer would not have the demand; nor could 
the average printing company afford to have so much capital 


tied up. With us, type is our specialty - 


-the tools of our 


trade. To best serve you, we must have plenty of tools. So we 
are confident that nowhere outside an A. T. A. firm will you 
find such a great variety of type ready for your advertising. 


A talk about type faces with one of our members will 
prove a revelation to you. Call him up now. 


AKRON, OHIO 
The Akron Typesetting Co. 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 

BUFFALO, N.Y. 

Axel Edward Sahlin 
Typographic Service 

CHICAGO, ILL. 

Advertising Typographers, Inc. 

Arkin Typographers, Inc. 

Bertsch & Cooper 

J. M. Bundscho, Inc. 

The Faithorn Corp. 

Hayes-Lochner, Inc. 

Runkle-Thompson-Kovats, Loc. 


CINCINNATI, OHIO 
The J. W. Ford Co. 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, OHIO 

Dayton's Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 

The Thos. P. Henry Co. 

C. Benj. Stapleton Co. 
George Willens & Company 
INDIANAPOLIS, IND. 
The Typographic 


Service 


0., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
William Carnall 
House of Hartman 
Samuel Katz - 
Rising-Hammond, Inc 


MONTREAL, CANADA 
Fred F. Esler, Led. 


Typographer 


Executive Headquarters: 461 Eighth Avenue, New York City + 


NEW YORK, N.Y. 


Ad Service Co. 
Advertising Agencies’ 
Service Co., Inc. 


Advertising Composition, Inc. 


Artintype, Inc. 


Associated Typographers, Inc. 
Adas Typographic Service, Inc. 


Central Zone Press, Inc. 
Diamant Typographic 
Service 


A.T. Edwards Typography, Inc. 


Empire State Craftsmen, Inc. 

Frost Brothers 

David Gildea & Co., Inc. 

Graphic Arts Typographers, 
nc. 

Hanford Hardin, Inc. 

Huxley House 


King Typographic Service Corp. 


Master Typographers, Inc. 
Morrell & McDermott, Inc. 
George Mullen, Inc. 

Chris F. Olsen, Inc. 
Frederick W . Schmidt, Inc. 
Superior Typography, Inc. 
Supreme Ad Service, Inc. 


Tri-Arts Press, Inc. 

Type Arrangement, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
Typographic Service Co. 
Kurt H. Volk, Inc. 


PHILADELPHIA, PA. 
John C. Meyer & Son 
Progressive Composition Co. 
PORTLAND, ORE. 
Paul O. Giesey, 

Advertising Typographer 
ST. LOUIS, MO. 
Brendel T ypographic Service 
Warwick Typographers, Inc. 


SAN FRANCISCO, CAL. 
Patterson & Hall 
Taylor & Taylor 


SEATTLE, WASH. 
Frank McCaffrey 


TORONTO, CANADA 


Swan Service 


ALBERT ABRAHAMS, Executive Secretary 


“QUIETER AND HAPPIER" 


Congratulations, *). B."! Your de- 


partment’s faster and quieter and 


happier since vou installed the new 


MODEL M 


CUSHIONED-TOUCH 


No oved te tell you about advan improvemen 
tages for which the Cou 


* say Vedstnns 60 y rae Pe re 


Bg *CUSHIONED-TOUCH” COMPTOMETER 


a i amy ) fhyure work 
The strikingly handseune aew tora demonstration of the new 


Pree pence piety een 
M M Compt " Model M “Coushioned-Towct E sone ee ecdesenal 
bines af the fawdamecntal Campi Comptometer (in pear offtee, on *  tnnproved Gestene! guianers 
v dt ges wath at t] your work). telephome your local Ror ataimiaed eye ttraie. 
wen featares aad worthubtle im Comprometer office Or, af you a Fer greeter guint” ee eee 
ments’ Result preter, write direct to Felt & | Meenentean Renied oo runner 
Iwarcased frgmre- work sating Tarrant Mig. Ce “48 N ores ae 


thraweh mares Mic tomey Every Paulina Street, Chicago, Minors, 


New copy for Felt & Tarrant Mfg. Company's cushioned-touch Comptometer 
has been brightened up considerably with introduction of the cartoon technique. 
_ Sengeene are scheduled, with N. Ww. Ban & Son the oqeney in m energy. 


Wadsworth Adds Wihnyk | Rejoins Curtis 


Maxwell J. Wihnyk, who has E. D. Towler has rejoined Curtis 
been operating his own agency in|Publishing Company to work on 
New York, has joined Wadsworth|Country Gentleman from Ney 
& Walker, New York, as account! York. He has been covering New 
executive. England for Look. 


Chooses Erwin, Wasey ‘Hills Bros. Names Ellis 


Erwin, Wasey & Co., Chicago, has | Hills Brothers Company, New 
been appointed to handle advertis- | York, has appointed Sherman K 
ing of the horticultural division of | Ellis & Co., New York, to handle 
Nutrition Research Laboratories,| promotion of Dromedary dates and 
Inc., Chicago. other Dromedary products. 


eat 
GFE 


Back again— 
the full dinner-pail 


... More money to spend all round, as 
industry and defense gradually absorb 
the formerly unemployed. Replacement 
purchases of the “stark necessity” type 
will soon be followed by others more in 
the class of long-denied luxuries. Every 
reliable index indicates a great up-swing 
in business for retailers. Toronto is 
Canada’s richest market, having one- 
fifth of the neonle of the entire Dominion 
and one-third of Canada’s buying-power 
within the radius of one hundred miles 
—and undoubtedly— 


TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO CANADA 


NEW YORK: Don A. Carroll CHICAGO: John E. Luts 


—— 
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COPY BROUGHT CHEERS | &ditors hailed this move as being in’ Hewes Joins Compton Join NBC Transcription Issues Liquor Study 
= best tradition of American in-| tom Hewes, formerly associ-| J. M. Hayes, formerly manager | _ American Industries Surveys, New 
at yo | dustrialism. : . lated with Sesamee Company and|of the Chicago office of Radio| York, has published Bottling for 
: ° “Business writers commented in| Food Dispenser Company, both of | Transcription Company of America, | Profit,” a treatise on the American 
pe: are the, Goodyear prices ‘their columns—industrial engineers| Hartford, Conn., has joined Comp-|Ltd., has joined the sales staff of | liquor and allied industries. Based 
| wrote us—a group of farmers,| ton Advertising, New York, as a electrical transcription service of|on surveys by Morris V. Rosen- 
| gathered in a south Georgia drug-| member of the merchandising staff.| the National Broadcasting Com-j| bloom and A. B. Greenleaf, the 
store, read the announcement and Samcentiabaiganinan pany. W. C. Gartland, formerly | book was written by leaders in 
an hae e ¢ Carlin Joins “Examiner” ‘sales manager of Star Radio Pro-| various fields and includes informa- 
saw in it a hope that the price o , | grams, Inc., New York, has also|tion on glass containers, bottling 
manufactured products could be | Pat Carlin, formerly with the | joined the sales staff. and labeling equipment, and labels 
brought more nearly in line with|New York Sun, has joined the ‘and shipping cases. The price is 
the prices they get today for farm | Jewish Examiner, Brooklyn, as ad- | ? | $3.00 per copy. 
products.” vertising director and promotion Cole for Liquor 
The prices which attracted so| RATS. | Two liquor accounts have “inne | Fl h . P 
much attention covered Goodyear’s | | their advertising with Cole & Co., Gets Florsheim Post 
M N Le " 
“G-3” All-Weather line and ranged osse Names Quatte Memphis. Lewis Wholesale Liquor M. Maher has been appointed ad- 
from $11.10 for the 6.00-16 size to Mosse, Inc., New York, has ap-| Company has appointed Cole for Jo | vertising manager of the Florsheim 
13.50 f th 650-16 "heer ted pointed H. B. LeQuatte, New York,|Blackburn brand. Southwestern | Shoe Company, Chicago. Mr. Maher, 
$13. OF We V.0u=20. rthur Kud-| +, handle advertising of its linens.| Wine Company has also designated | who has been with the company for 
ner, New York, handles the Good-| Class magazines, newspapers and| Cole as its agency. Newspapers will| five years, succeeds Miller Munson, 
year account. direct mail will be used. be used for both. resigned. 
| 
pf 
| 
Goodyear Tire & Rubber Company was 
so pleased with results of its “price 
slash" copy that it used a lot more to 
tell the public what had happened. 
to Slashed Prices 
| | 
Consumer Reaction Is 
If Cited in Follow-up to! 
Initial Announcement | 
Akron, O., Dec. 13.—Goodyear | 
m Tire & Rubber Company, which | 
a startled the tire industry a month 
lew ago with a newspaper campaign 
leu condemning price increases and an- | 
nouncing a general reduction, this | 
week released a followup by print- 
ing the new scale of prices and re- 
a porting the effects of its original 
K bombshell. 
rdle More than 100 newspapers in 
and yr cities carried the copy. Pages 


: and other large size layouts were 

' used. The company, it was learned, 

expects to feature its new price 

policy in the 1940 campaign, which 
now in preparation. 


Used Informal Approach 


| 
| 
Employing the same informal ap- 
ach that characterized the pre- | 
ous announcement, the new Good- 
ear copy declared: “We felt that 
every industry—not ours alone— | 
had a special responsibility right 
to make recovery durable by 
tinging the products people buy 
und use within economic reach of 
largest possible number of buy- 
“But in all our years in the tire 
business, we have never seen a re- 
ponse equal to that which greeted 
announcement of record low 
ces on the best tires we’ve ever 
ult 
“Car owners all over the country, 
no had always felt they could not 


roy HERE’S THE CREAM 
a FOR OUR BREAKFAST COFFEE! 


We don't muse much about the milkman who, with flashlight and sneakers, braves the cold 
and dark of early, wintry mornings. But we do have plenty to say when the cream is missing 
for our breakfast coffee and our morning's “wheat crispies.”’ 


NOW(YOU 


...''We want what we want 
when we want it," and thanks to modern systems and organization, we usually get it.... 
When a closing date jumps out of the calendar into our lap, or a form with a hole in it cries, 
“Where's that set of engravings?’'—we crave action. . . . For many years Rogers has been 
coming through in the pinches for customers who, now and then, get caught with a shortage 
of hours. Organized for smooth, effortless operation; trained for craftsmanlike performance 
under any conditions, experienced in practically every problem in photo-engraving, Rogers 
has gained the confidence and continued loyalty of hundreds of nationally known adver- 
tisers. ... Nobody likes to be in the shadow of the “eight ball,” but if you happen to find 
yourself there, you can be sure that Rogers will handle that situation as masterfully as all 
others that require fine engravings at reasonable cost. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
2001 CALUMET AVENUE 


HOSPITALITY 
in WASHINGTON 


Y 


Try the Raleigh 
the next time you 
visit Washington 
... you'll be glad 
you came. Rooms 


from $3.50. 
Y 
HOTEL 


PENNSYLVANIA Ave. at iathSt.NW 


WASHINGTON, D.C. 
©. C. Schiffeler, General Manager 


e Master Craftsmen of Photo-Engraving 


Phone: CALumet 4137 CHICAGO, ILLINOIS 
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December 18, 1939 


California, 
Canada. 


Sea Warfare Hits 
Lure of Nearby i": 


New York, Dec. 14.—A telephone | 
survey sponsored by Wendell P. R h 
Colton, local advertising agency, on esearc 
the outlook for southern cruises | 
this winter, 
55 per cent of the persons inter- 
viewed consider it safe to travel by 
water to near-by neutral ports. 


R. O. 
research, 
Company, 


on - ; , new organizz 
The fact that 45 per cent are UN- | cialize in edi 
easy about such cruises was in-| ship analysis 


executives of the 
an indication that while 


terpreted by 
agency as 


tising 


be good this year, transportation by |Search and h 
boat may suffer. Slack bookings 
by some lines have already reflected | 
public timidity, it was said. 
13% Headed South 

Of the 2,000 people 


tions. 


interviewed 


in the survey about 30 per cent de-| Scovill 
clared they usually take winter | bury, Conn., 
vacations and 13 per cent said they | USs!ng appro 
were going this year. Seventeen|*!Ve 1940 


Gripper snayj 
Esquire, G 
Parents’ 


per cent were not sure. The study 
was conducted among people in the 
$5,000 annual income class. The 
relative popularity of destinations 
was voted as follows: to be 

South America first, followed by 
Bermuda, Florida, Central America, 


tions. 
York, 


is the 


Hawaii, 
People who preferred land 
looked 
California 
conducted the interviews. 


perfor 
fucilities and personnel of the Mc- | 
travel as a whole to the South may |Graw-Hill division of editorial re- | 


Magazine and The 
day Evening Post 
the schedule, 
added for seasonal 
McCann-FErickson, Inc., 


Mexico 


first 
second. 


to Florida, 


Eastman Starts New 


Service 


An independent research organi- 
revealed this week that | zation will be established Jan. 
Eastman, 
McGraw-Hill 
under his own name. The | 


1 by 
director of editorial 


ition, which will spe- 
torial research, reader- 
and analysis of adver- 
mance, will take over 


as been retained by the 


latter company to serve its publica- 


| " 
| Scovill Expands 
1940 Advertising 


Mfg. Company, 


Water- 
will double its adver- 
priation in an aggres- 
bid for business for 
» fasteners. 

ood Housekeeping, Life, 
Satur- 
are included in 
with other magazines 
promo- 
New 
agency. 


~ AND COMPLETE ~—<| 
“PRODUCTION FACILITIES 


Gree 


_ MERCHANDISE PRESENTATION 
: ” Write for your copy or ask to | 


i= 


_ have our representative call. 


No Obligation — 


WL STENSGAARD 
& ASSOCIATES, INC. 


: ee 346 N. JUSTINE AVE., CHICAGO, iLL. 


W YORK OFFICE * RC. 


ILDING © | 


and 


Crossley, | — 


| 


| 


Publishing | 


| 
| 


Getting Personal 


The New York Ad Club received nationwide publicity for its 
forthcoming Christmas party by advertising for a female Santa 
Claus. The largest woman in the city, over six feet two inches tall 
and scaling over 300 pounds, is to get the job. With such a skilled 
entrepreneur as Frank Connolly, 
merchandising mgr., Oakite Prod- 
ucts, Inc., as chairman, the party 
is bound to be a great success. . 


IN THE BAG 


George E. Ruppert, president 
of Jacob Ruppert Brewery, was 
feted by his associates recently 
upon the completion of 40 years’ 
service with the company. Despite 
his connection with the New 
York Yankees, he is less of a 
baseball fan than his late brother 
Jacob. 

Following a hospital siege due 
to pneumonia, Percy Deutsch, 
head of World Broadcasting Sys- 
tem, will escape the rigors of a 
winter in Gotham by resting in 
Phoenix, Ariz. Lincoln B. 
Palmer, whose failing health 
caused his retirement earlier this 
year as gen’l mgr. of American 
Newspaper Publishers Associa- 
tion, is so much improved that 
he has left to spend the winter at Cocoanut Grove, Fla. . 


Joe Hardy and Arthur Cobb, Jr., of 


Pedlar & Ryan, New York, and Giff 
Plume, Fawcett Women's Group, brought 
home the bacon in the form of this buck 
deer, during a trip to Long Lake in the 
Adirondacks. Cobb fired the fatal shot. 


C. H. Hazard, prexy of Hazard Advertising Corporation, will 
throw a dinner and dance on Dec. 20 for the entire personnel of the 
agency. The occasion will be the company’s 20th anniversary. 


Julius Ochs Adler, v. p. and gen’l mgr., N. Y. Times, won a 
medal from the Daily Princetonian for having made “the outstand- 
ing contribution to journalism by a Princeton graduate.” He ac- 
cepted the award in absentia. 

One of the three daughters of J. 
is a debutante of the current season. 


M. Mathes, the agency head, 


Ros Metzgar, Chicago radio director of Ruthrauff & Ryan and 
a songwriter in his spare moments, authored “One Cigarette for 
Two” which Dorothy (Sarong) Lamour introduced on a recent Chase 
& Sanborn program. 


ROYALTY IN THE FLESH 


To dramatize the ' 
1940, quests at the recent sales convention in Detroit wore crowns as standard 


‘royalty” keynote which will mark Norge advertising during 
equipment. 


Left to right: M. G. O'Harra, Norge vice-president in charge of 
sales; 


Arthur Hirose, research director, McCall's; William H. Hanna, regional 
manager; and L. L. Northrup, Detroit manager. 


Wedding bells will sound soon for Cynthia Liljequist, copywriter 
for Joseph R. Gerber Company, Portland, Ore. David W. Eyre of the 
Oregon Journal editorial staff is the boy. February is the month. . . 


Sam O’Keiff, head of the Albuquerque, N. M. agency, is receiving 
congratulations on the birth of a new daughter. Mary Lorine is the 
name... 


Down Memphis way Merrill Kramer, of the Kramer & Howard 
agency, is sporting a new title—president of the Sales Manager’s Club. 
He was installed at the Dec. 15 meeting. . . 


A. W. Ellis, head of the Boston agency bearing his name, 
bow last week at an informal luncheon celebrating the agency’s 35th 
anniversary. The Boston agency executive was one of the founders 
of the Four A’s... 


took a 


Roy L. Harlow, general manager of the Yankee Network, is going 
to take time off this week to lead the 11th performance of the Metro- 
politan Singers, a group of Boston business men whose hobby is 
singing. This occasion will be a special benefit concert for the 
Children’s hospital. 


Ed Grossfeld, a. m. Baskin Company, (suits, overcoats and formal 
wear) Chicago, and president of the Ad Managers Club, has been 
defending himself nobly against accusations (friendly) that he was 
combining pleasure with business in calling for formal wear at the 
club’s Christmas party last week. Anyway, all seemed to have a 
good time, with Joe Collins, Libby a. m. revealing a hitherto unknown 
talent for emceeing despite a trick microphone set-up. . 


Lee Fitzgerald, who recently 
Chicago, to embark on a new life as the proprietor of the Lone Pine 
farm near Lakeside, Mich., is expanding. He has installed a new 
and more pretentious pine tree. . . Alfred Fischer, New York adver- 
tising counselor, collaborated with his novelist wife, Pauline Benedict 


resigned from Lord & Thomas. 


Fischer, in “More Stately Mansions,” a new novel which is receiving 
favorable reviews despite its controversial background of a labor 
dispute. . . 

Harry Chandler, publisher of the Los Angeles Times, was the 


subject of an absorbing biography in The Saturday Evening Post last 
week Eugene Lorton, who publishes the Tulsa World, has bought 
a home in Tucson, Ariz., after spending seven winters there 


Chicago Ad Club /: 
Will Honor Best 
in Advertising 


Chicago, Dec. 15.— The Chicago 
Federated Advertising Club today 
disclosed plans to emphasize this 
city’s place in the world of adver- 
tising by setting up awards to be 
presented for work of outstanding 
merit. 

The committee in charge is now 
accepting for judging any work 
done in 1939. Selections will be 
announced at a_ club luncheon 
scheduled for March 21. 

Awards will cover the following 
classifications: 

A major award to the man or 
woman in Chicago who has done 
most for advertising in 1939. 

National advertising: One award 
for the best national newspaper or 
magazine advertisement produced 
in Chicago; one for the best cam- 
paign; one for the best piece of 
copy, and one for the most dis- 
tinguished illustration. 

Awards will also be given for the 
best direct mail campaign; the best 
retail advertisement; best radio 
program produced in Chicago, and 
for the most progressive advance- 
ment made in mail order advertis- 
ing. 

E. R. Richer, vice-president in 
charge of advertising, Hart, Schaff- 
ner & Marx, is chairman of the 
awards committee. Assisting him 
are Walther Buchen, Buchen Com- 
pany; Leo Burnett, Leo Burnett 
Company; Emmons Carlson, Na- 
tional Broadcasting Company; G. D 
Crain, Jr., ADVERTISING AGE; John 
Gibson, Western Electric Company: 
M. B. Herbert, Celotex Corpora- 
tion; L. E. Meyer, Internationa! 
Cellucotton Products Company; A. 
H. Motley, Crowell - Collier Pub- 
lishing Company; Leo Nejelski, 
Pepsodent Company, and Fred Wil- 
liams, Carson, Pirie Scott & Co. 

In discussing the project Mr. 
Richer said: “This is the first time 
the advertising club has sought to 
honor Chicago advertisers and 
agencies in this manner. We hope 
it will be a success, and naturally 
we want entries from all those who 
believe they have created some- 
thing of more than ordinary value 

“We are particularly desirous of 
interesting the ‘men at the top’ in 
order that modesty will not inter- 
fere with our receiving work of un- 
usual value.” 


CBS Shifts Joscelyn, 
Dellar, Meighan 


Austin E. Joscelyn, Eastern sales 
manager of the Radio Sales divi- 
sion of Columbia Broadcasting 
System for the past two years, has 
been appointed manager of Station 
WBT, Charlotte, N. C., owned and 
operated by CBS. 

Mr. Joscelyn succeeds Lincoln 
Dellar, who has resigned to be- 
come manager of Station KSFO, 
CBS affiliate in San _ Francisco. 
Howard Meighan has been namec 
Eastern sales manager, succeeding 
Mr. Joscelyn. 


Gets Johnson Chair 


Clark Collard Company, Chicag®. 
has been appointed to handle al! 
advertising of Johnson Chair Com- 
pany, Chicago. The agency has 
taken new quarters at 30 N. La 
Salle street, the new telephone 
number being Dearborn 2439. 


42 chen cast hei ie. 


No change in programming ©! 

policy. Better service to Met 

ropolitan New York including 

its 6,982,635 foreign citizens 
new 
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Noise Dilemma 
Gives Advertiser 
New Copy Theme 


New York, Dec. 12.— When a 
magistrate in city court here “sen- 
tenced” a couple complaining about 
noise from a construction project 
to spend a night of revelry at the 
city’s expense, the opportunity for 
an advertising tie-up with the news 
headlines was too much for Flents 
Products Company, maker of anti- 
noise ear stopples, to resist. 

Hardly was the ink dry on the 
numerous feature stories relating 
the strange disposition of the case 
brought by James C. Lewis, secre- 
tary of E. R. Squibb & Sons, when 
Flents broke copy in several news- 
papers here pointing out that Flents 
make it possible to “enjoy quiet 
sleep even though you live on a 
noisy street.” 


Object to Drilling 


Mr. and Mrs. Lewis, residents of 
swank Sutton Place, went to court 
to find out if something couldn’t be 
done about the pneumatic drills and 
pile drivers being used on a city 
project near their apartment. Mag- 
istrate Henry C. Curran was in- 
formed by a city official that the 
noise was necessary for another 
day, whereupon he suggested that 
the couple might find surcease by 
dining out at an exclusive restau- 
rant, spending the evening at a 
night club, and retiring to a swank 
hotel. The Lewis family was glad 
to oblige, and the following day a 
bill for $65, covering the night’s fun, 
was submitted to the Commissioner 
of Borough Works for payment. 
Magistrate Curran, however, de- 
cided to reimburse the commis- 
sioner and sent his own check for 
$65, which was promptly turned 
over to the Salvation Army. The 
Lewises thereupon decided to re- 
imburse the judge and sent him a 
check for the same amount. This, 
too, was turned over to the Salva- 
tion Army. 

Clarence Low, Flents advertising 
manager, explained that his com- 
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s FLENTS PRODUCTS CO. Inc. 103 Park Ave.. New York j 


Flents rroducts Company lost little time 

in capitalizing on the "noise" troubles 

of two New Yorkers who made front 
page news. 


pany’s exploitation of the incident 
was in line with a regular policy. 
Something of a gypsy in the adver- 
tising field, Flents copy appears 
spasmodically in areas where noise 
has become an important issue, or 
when incidents similar to the Lewis 
case occur. 

Mr. Low said that hundreds of 
thousands of people stuff the wax 
and cotton balls known as Flents 
in their ears nightly, to insure bliss- 
ful slumber. Spring and summer 
are the best seasons for selling 
stopples, he said. 

Flents are advertised in general 
magazines, and occasionally in 
newspapers. The company also ad- 
vertises in medical journals, and 
in business papers reaching execu- 
tives in such fields as steel mills 
where noise is likely to be a prob- 
lem. Charles A. Weeks Company 
is the agency. 


McG-H Promotes Channon 


J. A. Channon, manager of Mill 
Supplies, New York, has been ap- 
pointed assistant publisher and ed- 
itor of the paper, effective Jan. 1. 
A. M. Morris, a member of the 
sales staff of McGraw-Hill Publish- 
ing Company’s construction papers, 
succeeds Mr. Channon as manager. 


| 
A WHALE 
of a CATCH! 


TEXAS 5th 
MARKET 


AMARILLO NEWS AND GLOBE 


MORNING — EVENING — SUNDAY 
TEXAS DAILY PRESS LEAGUE, National Representatives 


St. Louis 


* York Chicago Dallas 


TEXAS STH MARKET! 


cuwoun| — $150,000,000 


62,000 sq. miles 


in areal 


$250,000,000 


spendable income 


distributing center 
$81,000,000 


oil income 


$31,000,000 


cattle income 


$20,000,000 


wheat income 


Denver San Franciseo Los Angeles 


Durable Goods 
to Report Monthly 


Sales, Inventories 


Washington, D. C., Dec. 13.—More 
information on sales and inventories 
of manufacturers of durable goods 
will be made available shortly as 
the result of a new project launched 
this week by the Department of 
Commerce. Firms selected to re- 
ceive monthly questionnaires rep- 
resent a score of basic industries, 
and include large, medium and 
small establishments. 

Officials of the Department said 
that it has been difficult to obtain 
sales and inventory information 
from the capital goods industries 
because of the varied and extensive 
character of the products they pro- 
duce. The fluctuations in this in- 
dustrial group contribute most to 
the cyclical nature of American 
business in general. 


Answers Widespread Demand 


There has been an insistent de- 
mand from business at large for in- 
formation of this character, Under 
Secretary Edward J. Noble said in 
a letter to companies asked to pro- 
vide the data. Many experts be- 
lieve that this type of information 


cinnati’s Best News Buys!” 


Associated Press . 


The Cincinnati Times-Star’s 
room studios! 


NOW OWNED AND 
OPERATED BY 
THE CINCINNATI 
TIMES - STAR 


PACKAGE J]: 10 minutes of HEADLINE 
NEWS... significant news .. 
national coverage through the services of the 
world’s greatest newsgathering agency, The 
. . plus way-out-in-front 
local news dominance through the facilities of 


PACKAGE 2: 5 minutes of “IT’S A FACT” 


. a torrent of oddities and exploded myths 


WiKRC 


Basic Station of the Mutual Broadcasting System 


represents the missing link in the 
statistical picture and that its pres- 
entation will help both business and 
government to reach intelligent de- 
cisions. 


ANPA Folder Describes 
New Bottle Drive 


Success of the new no-deposit 
beer and ale bottle in New England 
can be credited to newspaper adver- 
tising, according to the latest Ad- 
vertising Facts folder released by 
the promotion and research depart- 
ment of the Bureau of Advertising, 
American Newspaper’ Publishers 
Association. 

The folder reveals that only 12 
brewers featured the new bottle at 
the beginning of a campaign by the 
Glass Container Association of 
America but by the end of the 
drive, 22 brewers were on its cus- 
tomer lists. A survey after the 
campaign started found 76 per cent 
of the distributors who used the 
bottle enjoying substantial increases 
in sales, according to the bureau. 


Ruth West in New Post 


Ruth West has resigned from the 
copy staff of J. Walter Thompson 
Company, New York, to rejoin 
Saks-Fifth Avenue as advertising 
and sales promotion manager, suc- 
ceeding Mary Lewis, resigned. Miss 
— formerly held the same posi- 
ion. 


Kuipers Re-elected 
by Representatives 


Clarence A. G. Kuipers, of Burke, 
Kuipers & Mahoney, was re-elected 
president of the Newspaper Repre- 
sentatives Association of Chicago at 
the annual meeting Dec. 12. J. E. 
Lutz was elected vice-president; 
Paul Ray, Katz Agency, secretary, 
and H. E. Scheerer, Scheerer, Inc., 
treasurer. 

A. G. Ruthman, Gilman, Nicoll & 
Ruthman, and H. Brownholtz, 
O’Mara & Ormsbee, were elected 
directors for one year. Walter 
Doney, Texas Daily Press League, 
was chosen for a two-year term. 
J. M. Brooks, Story, Brooks & Fin- 
ley, was chairman of the nominat- 
ing committee. 

The association has undertaken 
to provide schools of journalism 
with a description of the activities 
of newspaper representatives, and 
a meeting of principals will be held 
shortly to determine details. 


Simms to “Song Hits” 

William H. Simms, formerly with 
You, New York, has joined the ad- 
vertising staff of Song Hits, New 
York. 


New “Engineer” Office 

The Chicago office of Petroleum 
Engineer, Dallas, will move to 330 
S. Wells street Jan. 1. Ellis V. Per- 
kins is manager. 


. exclusive 


new editorial 


ood Things COME IN SMALL PACKAGES 


To prove it, we’ve wrapped up two tested and popular program ideas, each one ready to 
deliver, each one ready to sell the Cincinnati audience 


. . and labeled them “*Cin- 


... litthe known facts that lie deep in the un- 
thumbed pages of history . . . facts that de- 
mand attention . . . hold listeners spellbound! 


THESE “SPECIAL PACKAGES” are deliv- 
ered five times daily. A few periods are avail- 


able for sponsorship at choice hours of the 


day or evening. We'd like to unwrap them , . 
bare the facts and release for you the terrific 


sales wallop they contain, not only at Christ- 
mastime, but 365 days of the year! 


5000 WATTS DAY 
1000 WATTS NIGHT 


550 KILOCYCLES 


NATIONAL REPRESENTATIVE, WEED & COMPANY, NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO 
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Plant Inspection 
of ‘Good House’ 
New FTC Interest 


Washington, D. C., Dec. 14.— 
Though the Federal Trade Commis- 
sion continued to attack advertis- 
ing claims of many products carry- 
ing the Good Housekeeping seal and 
“suaranteed as advertised herein,” 
this week’s hearings apparently 
were directed in large part to at- 
tempts to prove that the magazine 


has not inspected the plants in 
which some of the products are 
produced. 

Henry M. Fowler, president of 


the Royal Crown Bottling Company, 
Washington, D. C., testified that as 
far as he knew no representative 
of Good Housekeeping has ever in- 
spected the plant. He said, how- 
ever, that the Nehi Company, which 


provides syrups used in Royal 
Crown Cola, makes monthly in- 
spections and that Good House- 


keeping may have been represented 
on some of these tours. 

Walter F. Brauns, general man- 
ager of the Tolman Laundry, of 
Washington, which carries the Good 
Housekeeping seal for its dry clean- 
ing, made a similar representation, 
saying that as far as he knows, his 
plant has never been inspected by 
the magazine. 

Call Surprise Witness 

L. B. Whitehouse, of Morton Mfg. 
Company, Lynchburg, Va., trading 
as Blair Laboratories, was _ intro- 
duced as a “surprise witness.” He 
said that his company, selling foods 
and cosmetics from house to house, 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


140 So. Dearborn St. Wabash S655 
CHICAGO 


i 


lhad some difficulty in securing the 
!|Good Housekeeping seal, adding, “1 | 


| believe approval was contingent} 


|upon giving the magazine a con- 
ltract.”. On cross-examination, he 
| admitted that he had never seen 
lany correspondence supporting this 
|statement, however. 

The merits of a score of products, 
fincluding Saraka, Absorbine, Jr., 
| Endocreme, Murine, Eye-Gene and 
|Glover’s manage medicine were dis- 
feussed by medical experts. 
| The general pattern of the hear- 
| ings was monotonously like that 
established at previous sessions. 
| Most of the objections of Isaac W. 
|Digges, defense attorney, were 
{overruled by Examiner Charles F. 
Diggs, whereupon the former in- 
variably took an exception, the in- 
tent being to prepare a_ solid 
foundation for a future court ap- 
peal. Meanwhile, the transcript of 
testimony mounted to formidable 
proportions. 


“Beacon-Journal” 100 


The Akron Beacon-Journal cele- 
brated its 100th birthday Dec. 10, 
though the actual anniversary was 
Dec. 7. The Summit Beacon, weekly 
forerunner of the newspaper, first 
appeared Dec. 7, 1839. It became 
a daily Dec. 6, 1869. 


Revere to St. Georges 


Revere Copper and Brass, Inc., 
New York, has appointed St. 
George & Keyes, New York, to di- 
rect its entire account. Plans are 
being made for business paper and 
consumer advertising. 


Healthaids Adds Bidwell 


M. Oakley Bidwell, formerly St. 
|Louis district representative of 
| Frosted Foods Sales Corporation, 
jhas been appointed § advertising 
manager of Healthaids, Inc., Jersey 
City, manufacturer of Serutan. 


"HES THE BIGGEST 
AND RICHEST FARMER 


IN AMERICA !” 


If you want some food for thought, chew a little of | 


this fact: The per capita average wealth of Red River 
Valley farmers (as measured by value of lands and 
buildings) is 47.6°, greater than that of the average 


farmer in the rest of this area (Minnesota, lowa, 
Missouri, the Dakotas, Nebraska and Kansas). This 
authentic fact is the reason why many of our 
national advertisers say that WDAY [the only chain 
station in this Valley) is one of the best stations in 
America. We'd like to be that for you. Why not 
write for some suggestions? 
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DECEMBER ADVERTISING LINAGE IN FARM PAPERS 


Poultry and 
Livestock 
-—-Display-— 


Poultry and 
Livestock 


—Commercial Display— -—-Display-- 


r——-1939—~, -—-—-19 38 —— 1939 193% awn} 939——., --— 19 38 ——. 1939 1928 
Monthlies Pages Lines Vages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
| *American Cotton California Cultivator... 23.3 25.4 19,183 446 260 
Grower ...--e:. te 0.4 253 3.7 2,511 45 14| Dakota Farmer ..... ‘ 14.0 10,802 ee 
American Fruit Grower 8.9 1,015 8.1 649 see The Farmer (General 
American Poultry Jour Edition) . 15.4 2,035 17.6 13,765 407 151 
Eastern Edition 9.9 4,235 10.0 4,275 8,084 7,106 | Idaho Farmer ........ 14.0 10,564 15.9 12,055 : 
Arkansas Farmer 3.4 2,544 4.8 5,660 se Indiana Farmer's Guide 7.8 6,098 10.7 8,356 54 
*Better Fruit . » Tal 2,982 4.0 1,697 TY ‘ Kansas Farmer . 26.4 20,033 12.8 9,754 1,182 ’ 
Breeder's Gazette > ee 4,251 11.6 23 1,012 S97 | Michigan Farmer 3.3 9,421 17.9 13,772 1,421 1,1 
California Citrograph.. 16.5 11,072 19.8 13,273 ... | Missouri Ruralist 9.4 7,144 9.6 7,313 872 4 
Capper's Farmer .... 23.8 16,158 24.2 16,462 91 200 | Nebraska Farmer ; 18.7 13,606 20 14,773 75% 1.07 
*Carolina Co-Operator. §&.0 3,360 9.1 3,836 , ‘ .|tAverage 4 Editions... 20.4 14,874 21.9 15,967 1,369 1,¢ 
Country Gentleman ... 29.2 19,64 9 23,071 1,024 920 |New England Home- 
Country Home ........ 12.7 8,662 12.7 657 tis s1 SOONG ssccns +e .7 8,885 11.1 7,804 1,522 
Farm Journal & Farm- Ohio Farmer 4.0 10,784 16.7 12,84 862 
er’'s Wife . B8.8 16,6534 24.8 10,65 S64 S7 | Oregon Farmer 7 #+11,118 16.0 12,082 ves 
Farm & Ranch 21.7 16,400 23.: 17,624 165 190 | Pacific Rural Press 
*Florida Grower 5.8 94 6.8 1,620 Northern Edition. 25.6 19,277 32.2 a24,323 314 
*Hoosier Farmer 12.3 50 16.0 7,200 | Southern Edition. 24.2 18,278 27.6 a20,867 650 
t*Idaho Granger 6.7 6,160 6.5 7,070 Pennsylvania Farmer... 14.8 11,376 19.0 14,579 69% é 
Kentucky Farmers Prairie Farmer: 
Hlome Journal . . =e 4,632 6.4 O42 1 252 Illinois & Indiana Ed. 16.2 11,793 20.2 14,714 42 
National Livestock Pro- Rural New Yorker..... 12.2 9,649 15.2 11,944 1,590 1.4 
ducer. i Sduwe 2.4 1,770 ' 2,454 70 18 | Wallaces’ Farmer & 
Nation's Agriculture... 3.5 1,584 3.7 1,618 lowa Homestead 18.7 14,699 22.3 17,487 2,79 
*New Jersey Farm & Washington Farmer 13.6 10,297 14.6 11,019 
Ree . 10.0 1,188 14.2 6,382 1,062 1,114 | Wisconsin Agriculturist 13.5 10,587 17.3 13,653 : 
*Ohio Farm Bureau _- —_—- -—---— - 
News . . 8.9 996 10.5 1,714 42 6S Total Group 267,769 298,657 14,11 1 
Poultry Tribune 
pg enmeaen Wilton ..., 229 SEIS 115 41S (COTS TOES) 6 Geenins (iereeber 
Ronthorn uckiiet : (Four issues unless otherwise noted) 
| Carolina-Va. Edition. 16,237 20.6 15,012 297 7 = — , ees 
Georgia-Ala, Edition. 16,691 21.0 15,288 297 11 Capper’s Weekly .* 3.5 7,746 3.0 6,705 
| Kentucky-Tenn. Ed.. 16,247 19.1 13,914 269 57 | Dairyman’s League — P wha. " ie i = 
| Mississippi Edition... 16.157 19 14.030 265 61 News tbeeeees eta oo 3.9 2,836 5.0 b3,661 262 OG 
Texas Edition 16,739 17. 12,560 05 iss | Semi-Weekly Farm News: - A 
tAll Editions ee 14,665 15.5 11,262 61 39 Friday Edition 2.4 65,761) 63.9 328 
Southern Agriculturist. 9,310 5.5 10,857 70 8 Tuesday Edition 1.2 2,940 2.9 b6,787 
Southern Planter ..... 15.1 10,590 14.3 10,013 277 213 | *Washington Grange 
Successful Farming ... 31.6 14,199 33.8 15,228 569 27 NOWS ..ccceceeevees 12.2 15,184 8.2 8,946 924 1,106 
Wyoming Stockman- Weekly Kansas Cit) 
Farmer .. 5.0 4,468 4.7 4,250 190 194 Star: , 
m - Missouri Edition 5.5 b13,474 8.5 b21,025 
Total Group 262,541 62.655 24.926 19.659 a aueme cucstumsen a 
Total Group 45,941 56,393 1,176 1,31 
Semi-Monthlies (November) . 
Dailies (November) 
*California Grange 
Pe occ kxuane 5.1 $,1445 7.8 12,418 *Chicago Daily Drov- 
Farmer-Stockman 16.2 12,261 13.9 10,490 ers Journal ........ 20.8 44,159 23.2 49,388 18,52 1 
Hoard’s Dairyman 16.6 12,067 17.7 12,850 1,655 1.669] *Kansas City Daily 
Missouri Farmer 6.9 5,388 11.0 8,633 29 79 Drovers Telegram... 20.2 42,941 16.0 34,137 6,678 ’ 
Montana Farmer , 11.6 8,743 13.5 10,208 718 1658 |] *Omaha Daily Journal 
*Oregon Grange Bul- Stockman atckvhn Se O18 16.1 4.274 13,407 11 
letin 12.2 15,650 1 15,50 *St Louis Daily Live 
Utah Farmer . 11.4 8,627 ‘ 6,62 14 1,552 Stock Reporter 13.0 27,700 13.9 29,597 3,452 
Western Farm Life 11 &SSS8 14.4 11,300 1,058 119 - - - 
7 cae _ Total Group 146,818 147,396 42,08 o4 
Total Group , TT 77,772 RS,029 Rie 
Bi-Weeklies (November) Mtn gy te tosh yy mal a , publisher 
. “i . ‘ ‘NO inciuded in otal, 
(Two issues unless otherwise noted) emahie Cente. ner taubeded ia total 
American Agriculturist 15.1 10,98! 17.8 12.9 71) “He aFour issues 
Arizona Farmer 18.3 13.816 19.4 14.68 bFive issues. 


December Linage 
Declines 0.1% 
in Farm Monthlies 


a decline of 0.1 per cent. The same 
group of publications scored a gain 
| of 13.7 per cent in November after 
|a drop of 0.4 per cent in October. 

Other farm paper groups, 
rently reporting November linage, 
also failed to register increases over 
| 1938 totals. Semi-monthlies car- 
ried 77,772 lines as compared with 
| 88,029 last year, a decline of 11.7 
| per cent. 

Bi-weeklies carried 267,769 lines, 
a decline of 10.4 per cent from the 


New York, Dec. 14.—Linage in| 
December issues of farm monthlies 
| totaled 262,541, Publishers’ In-| 
formation Bureau reported today, | 


as compared with 262,655 in 1938, | 


| 
| 


| 
| 
| 
| 
| 


| 
| 
| 


cur- | 


| 


| 298,657 reported a year ago. Week- | 


| lies reported a decline of 18.5 per 
cent, carrying 45,941 as compared 
| with 56,393 last year. 
| Dailies carried 146,818 
|compared with 147,396 in 1938. a 
| decline of 0.4 per cent. Figures and 
page totals for the individual pub- 
| lications are shown in the accom- 
| panying table. 


| 


ABC Elects New Members 
members of the Audit 
Circulations: Fisher Body Division, 
General Motors Corporation, 
troit; Reader Research Bureau, Chi- 
cago; F. & M. Schaefer Brewing 
Company, New York; and Consoli- 
dated Edison Company of New 
York, advertisers; Herald Leader, 


Free Press, Easton, Pa.: 
Odessa, Tex.; Times, Nashville, 
Tenn., and New Mexican, Santa Fe, 


vana, Cuba, magazine. 


‘KBTM Adds Power 


Following a grant of increased 
| power to 250 watts daytime, Station 
|'KBTM, Jonesboro, Ark., 
|}cated new transmitting equipment 
| Dec. 11. 


|Waters Adds Kaplan 


| Arthur B. Kaplan, formerly with 
Gussow, Kahn & Co., New York, has 
| joined Norman D. Waters & Asso- 
ciates, New York, as an account 
executive 


N. M., newspapers; Vanidades, Ha- | 


dedi- | 


lines as | 


The following have been elected 
Bureau of | 


De- | 


Menominee, Mich.; News, Tell City, | 
Ind.; County Press, Lapeer, Mich.; | 
Bulletin, | 


| 
| 
| 
| 


| 


Whitney Moves 


Charles E. Whitney has become | 


vice-president and advertising man- 
ager of Interior Design and Decora- 
tion, New York. He was advertis- 


|ing manager of House & Garden 


for four years and previously was 
vice-president of House Beautiful. 


| Brann to Fawcett 


Donald R. Brann has joined Faw- 
|cett Publications, Inc., New York, 
in charge of advertising merchan- 
dising service. He was formerly 
with the New York World-Tele- 
| gram, Better Homes & Gardens and 
| Simplicity’s Prevue Magazine. 


Zorlland Me. - 18535 


(), SAILING SHIPS and steamers ride 
together in this scene of Portland, Me., in 1855, 
painted by J. W. Hill and lithographed by Charles 


Parsons. 


In the foreground is Cape Elizabeth; this is the 


Fore River near its entrat 


ice into Casco Bay. 


This is one of a series of views of century-old 
cities which have aroused interest among both busi- 
ness men and print collectors as they have appeared 
on the covers of Dun’s Review. This reproduction 


was prepared from a lithe 


»graph in the Phelps Stokes 


Collection in the New York Public Library. 


* as - 


. 


A few copies of this print, matted for framing, are 
available; the publisher will send one upon request. 
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ADVERTISING AGE 


Dies Report Stirs 
Indignation of 
Consumer Leaders 


(Continued from Page 1) 
everal organizations “against the 
gh cost of living” in New York, 


Chieago, Detroit and Los Angeles. | 


In listing his charges against the 
alleged Communist-dominated con- 
sumer groups, Mr. Matthews called 
attention to ‘the 
government official in the Depart- 

ent of Agriculture who undertook 

investigation of national adver- 
tising in Good Housekeeping maga- 
zine. This investigation was car- 
ried out by WPA employees and 
paid for out of WPA funds. While 
there is no record of the findings of 
the investigation being used as a 
basis for action against the maga- 
zine, it may be assumed that such 
was the intention. This is evidenced 


recent action of a | 


= the opinion of J. B. Mat- 


| thews, who in spite of his past con- | 
organ- | 


nections with a consumers’ 
ization other than those attacked in 
the report sits as sole investigator, 
judge and juror on the whole cor- 
sumers protective and cooperative 
movement in America.” 

| He added that cther members of 
\the Dies Committee were unaware 
| that such a report was being pri 

|}pared. “Therefore, I bitterly re- 
| sent the attacks, express and im- 
plied in this report, on the whole 
| consumers protective and coopera- 
| tive movement in America. And I 
|believe the committee is put in a 
very difficult position by releasing 
a report which aitempts to brand 
las Communist intri gue, protests 
| against high milk prices, the teach- 
ing of young women to be wise 
| buyers, or the efforts of consumers 
| to secure the honesty in advertising 
|which every reputable merchant 
| and business man in America de- 
| sires as much as the consumers do.” 
| Meanwhile individuals mentioned 
jin the Matthews report were quick 
to jump into the fray. 


| been used before in startling simi- 
larity by several trade associations. 

“We cannot believe, however, 
that making comoarative tests of 
consumer goods and reporting the 
test findings, which is the work we 
do. is in any way subversive or de- 
structive. 

“I want to state emphatically that 
neither Consumers Union, as an or- 
ganization. nor myself as an in- 
dividual, nor to ihe best of my 
knowledge anyone connected 
with Consumers Union, has evci 
had any connection with the Com- 
munist party or is even aware of 
any such broad destructive move- 
ment as Mr. Matthews seems to 
find in operation.” 


Woman Leader Protests 


Mrs. Sophia Ames Boyer, presi- 
|dent of the National League of 
| Women Shoppers, charged: 
| “Mr. Dies has never seen fit to al- 
|low the league representatives to 
| testify directly before his commi 
}iee about our organization, as we 
| have requested several times. In- 
;} stead he now 


1935, when the New York League 
supported his striking employes at 
Consumers’ Research. Evidently 
we were effective enough in so do- 
ing to draw this retaliation now 


from Mr. Matthews.” The statement | 


went on to point out that previous 
assertion by Mr. Matthews that he 
had been a member of the league 
had been repudiated. 


Claims Inaccuracies 


Susan Jenkins, a member of the 
executive committee of the Milk 
Consumers’ Protective League, ob- 
served: 

“If the rest of Mr. J. B. Matthews’ 
statement on the consumer move- 
ment is as inaccurate as his refer- 
ence to my activities, then it is 
indeed a remarkably inaccurate 
statement. For instance, I had 
nothing to do with the organizing 
of the League of Women Shoppers. 
That organization had been in 
existence for many months before 


|I had any contact with it.” 


A joint statement issued by Helen 
Hal!. chairman. and Prof. Robert 


| forts, 
| they lost.” 


which is full of inaccuracies, in- 
nuendoes and falsities.” 

A curious aspect of the situation 
came to light when F. J. Schlink, 
head of Consumers’ Research and 
former associate of Mr. Mathews, 
charged that repeated failures’ of 
Communist leaders in their attempt 
to wrest control from the heads of 
Consumers’ Research led to their 
establishment of rival consumer or- 
ganizations. 

“Consumers’ Research,” he said, 
“has known a long time of the 
Communists’ purpose and tactics in 
penetrating and establishing a foot- 
hold among respectable middle- 
class elements in this country. They 
made numerous attempts to secure 
control of Consumers’ Research and 
to influence its policies and findings. 
When finally repulsed in their ef- 
they called a strike which 


Williams Named | to 
-Philco Export Post 


Timothy Williams has been ap- 
pointed to handle all export sales of 


by the close affiliation of the gov- | 
Y ‘nt official in question with | 
pais er iy a | Donald E. Montgomery, Consum- 


Montgomery in Denial 


the heads of the Consumers Na- ; 
. .|ers’ Counsel of the Department of 
tional Federation and Consumers |'S . 
Uni : 2 | Agriculture denied what he termed 
mn \the Matthews attempt to make the 
Berlin Re-states Views ‘committee and the public believe 


i that 
Simultaneously with the release 


of the Matthews report, Richard E. 
,erlin, executive vice-president, 
Hearst Magazines. Inc., issued a| 
statement in which he declared: 
“On August 17, I publicly charged 
that certain subversive elements, 
pretending to serve the consuming 
public but actually motivated by 
Communistie theories, have persist- 
ently been attacking the institution 
of advertising and Good Housekeep- 
ng magazine in particular as a 


my office investigated Good 
Housekeeping for the purpose of 
official action against it.” 

“That is false,” he went on. “On 
Aug. 17 the Federal Trade Com- 
mission issued a complaint against 
the advertising practices cf that 
magazine. No one in my organiza 
tion has had any connection what- 
ever with the preparation or pros- 
ecution of that case. Since Aug. 17. 
however, I have been aware of 
charges by representatives of Hearst 


. Magazines, Inc., that the difficulties 
eading medium in the advertising it has encountered under the law 
field are due to me and some of the con- 
| ry ¢ ¢ > . ' ° 
{ meant what I said then and I'|\symer organizations. Apparently 
ean it now. Certainly nothing I 


Mr. Dies has lent his support to an 


could have said would have brought | effort to make the consumer move- 


this situation to the attention of the | ment a red herring to divert public 
public better than the findings of | jnterest from the specific issues in 
e Dies committee which were |that case. 
ade public today. It demon-| “The consumer organizations will 
ited graphically the dangerous speak for themselves if given op- 
« of the radical groups in the | portunity. Many consumer leaders 
consumer movement. and organizations have long been 
While the report of the Dies | critical of specific advertising prac- 


nittee on the pernicious influ- 
ences in the consumer movement 


tices, but do not attack advertising 
as a necessary business institution 
bstantiates the opinions I ex-|Many business men and trade as- 

essed a short time ago, the dra-|sociations have done the same. Pct- 
matic evidence presented by Dr.|ter business bureaus in many cities 
Matthews must challenge the atten-|have long been striving to make 
tion of American publishers, Ameri- | advertising more effective by clean- 
can business and all Americans who ;ing up falsehoods and deception. 
ive interested in the preservation | Are they communists, too? I do not 
fa free press. believe this attempt to picture the 


consumer movement as a threat to 


Free Press in Danger 


| American institutions will get by 
‘It is well known that the| with the people of this country.” 
enemies of American business and 
‘ : ‘he s New: 
American democracy havc invaded | Charges Not New: Kallet 
great number of these consume! Arthur Kallet, director of Con- 
ovements, but the extent of their |sumers Union, declared: “Last 


Vasion was not realized until the 
eport of the Dies committee 
ade public. 

“Unless the publishers and busi- 
ess of the country act promptly to 
heck these communistic influences, 


| April, a representative of Consum- 
;ers Union testifying before’ the 
Temporary Economic Committee 
stated plainly that Consumers 
Union would welcome and fully co- 
operate in any responsible investi- 


was 


there will be no free press in 

erica.” and of itself. We repeat the offer | 

Publication of the Matthews re- | now. 
drew a vehement denuncia- “As Consumers Union has grown 
from Congressman Jerry Vcor-|so have the attacks upon it in- 
of California, a member of|creased in intensity, and many of | 
Dies Committee. He asserted | these new charges by Mr. Matthews | 

it the report was “purely and/are in fact old charges that have 


At Newsstands, Watch The Magazine 
Readers Go Buy! That's The Test For 
Readership And Advertising Valve. 


15¢ True Story gives you @ larger percent of newsstand circulation 
ond smaller percent of subscription circulation then even leeding 
1O¢ monthlies 


For 2!) yeors, Trve Story’s premium priced newsstend circuletion 


trends hove followed other premium product retell soles. The 


current trend of both is up 


The public poys more money over the retail newsstond counter for 


Trve Story then for any other monthly in the world. 


Mowssend Revenve Retail Note: Within the past 6 months True 
newsstand circulation has increased 
compared to 7% for the same period 


last year. 


Omer anon 


Lynd 
sumers 


permits to be made 
public the ridiculously untrue and 


unsubstantiated attack of Mr. J. B. 
Mati ews. 

“The only knowledge that M:. refute the 
Metthews has of the Leaguc of) the report 
Women Shoppers dates back to 


The 


: 
i 
} 
: 
: 
2 
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HERE’S no place like home — for 
reading your daily newspaper. 
That’s why the record-breaking home- 
delivered circulation of The Detroit 


gation of the consumer movement} News makes this newspaper the one 


great advertising medium in America’s 


fourth trading area! 


78°) of the weekday circulation of 
The News (now at a 10-year high!) is 
delivered by an army of boys to the 
homes of Detroit. This is the highest 
level of home-delivered circulation ever 
reached by any Detroit newspaper. 

A newspaper in the home is read and 
discussed by all of the family, and its 
advertisements become an official buy- 
ing guide. 

To the advertiser, home - delivered 


vice-chairman, of 

National 
serted that their group had not been 
given an opportunity to meet and 
charges. 
“an outrageous exhibit 
of the abuse of governmental power 


Detroit News 


THE HOME NEWSPAPER 


Ccon- 


as- 


the 
Federation, 


Phileco refrigerators and _ Philco- 
York air conditioners for American 
Steel Export Company, New York, 
export distributor of Philco Prod- 
ucts. 

Mr. Williams has been associated 
| with Philco Radio & Television Cor- 
poration of Great Britain. 


They termed 


circulation is premium circulation any- 
where. In Detroit, it is doubly so. For 
Detroit is a city of homes — 44% of 
which are owned by the people who 
live in them! 


To send an advertising message home 
in Detroit — Use The News! 


HIGHEST NEWS CIRCULATION IN 10 YEARS! 


1939 November average net paid circulation 


SUNDAYS—397,432 


An increase over November, 1938, of 22,610! 


1939 November average net paid circulation 


WEEKDAYS —337,646 


An increase over November, 1938, of 19,516! 


The Detroit News 


THE HOME NEWSPAPER 


New York: I. A. Klein, Inc. 


Chicago: J. E. Lutz 
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Esso to Reward 
Stork’s Deliveries 
on New Year's Day 


(Continued from Page 1) 


throughout the territory. Commer- 
cials on Jan. 1 will carry the news. 
The radio end of the Esso account 
is handled by Marschalk & Pratt. 

Every doctor, bank and hospital 
in the 18 states has already been 
informed of the offer through direct 
mail pieces to 39,000 physicians, 
4,400 bankers and 1,850 hospitals. 
All that is necessary for a New 
Year’s baby to gain an Esso savings 
account is for a parent to take a 
copy of the birth certificate to the 
nearest savings bank. 

According to the _ probability 
tables of the Metropolitan Life In- 
surance Company, about 3,000 
babies will be born in the territory 
on Jan. 1. About 40 sets of twins, 
at $200 a pair, are also expected. 
The probability for birth of triplets 
is one in 8,745, while it is a 57,000,- 
000-to-one shot that Esso will not 
have to pay $25,000 for quintuplets. 

The occasion for the baby prize 
offer is the marketing of two im- 
proved gasolines. ' Standard Oil 
Company of New Jersey, and its 
affiliates in Esso Marketers, which 
include Standard Oil Company of 
Pennsylvania, Standard Oil Com- 


pany of Louisiana and Colonial | 
Beacon Oil Company, have dropped 
the Essolene brand name. = Theii 


regular gas is now called Esso, which 


formerly identified its premium- 
priced fuel, and Esso Extra is the 
new premium gas. An extensive 


newspaper campaign to launch the 
new fuels was described in full in 
ADVERTISING AGE, Dec. 11 


Fleischmann to Mathes 

Fleischmann Distilling Corpora- 
tion, New York, a_ subsidiary 
Standard Brands, Ine., has ap- 
pointed J. M. Mathes, New York, to 
handle promotion of its Fleisch- 
mann gins and Pilgrim rum, effec- 
tive Jan. 1. Charles R. Marshall, 
vice-president, will be account 
executive. 


Sunday Circulation in the 


SOUTH 


of | 


\KPLT Expands Service 


ij has been transferred from the com- 


Report Atlanta 
Papers Slated for — 
Merger Under Cox 


Atlanta, Dec. 14.—Another move 
in the liquidation of the one-time 


vast Hearst empire was foreseen 
here this week with the expected 
lannouncement that the Atlanta 
Georgian and Sunday American ' 
would be purchased by James M. 
Cox, Ohio and Florida publisher 
It was also reported that the| 
Atlanta Journal would be included 
in the deal. 

The Federal Communications 


Commission disclosed last week 
that it had been asked to authorize 
transfer of Station WSB, owned by 
the Atlanta Journal, to Mr. Cox. 
This move was viewed as one which 
would logically precede purchase 
or merger of the newspapers. It 
has also been rumored that Mr. Cox 
has obtained an option on the 
Journal which runs until Jan. 26, 
although this was strenuously dis- 
puted by James R. Gray, president 
and editor of the newspaper. 

The Journal is credited with 
many journalistic ‘firsts’ in this 
section of the country and it was 
one of the first newspapers in the 
nation to own a radio broadcasting 
station. 


Bangs with Ozanne 
Crompton Bangs, Jr., has joined 
J. R. Ozanne & Associates, Chicago 
sales promotion and research or- 
ganization. Mr. Bangs was assist- 
ant director of publicity, promotion | 
and radio for the Golden Gate 
International Exposition. 


New Le Monde Agency 


Le Monde Corset Company, Sag- | 
inaw, Mich., manufacturer of Mod- 
art Foundation garments, has placed 
its advertising account with Whip- 
ple & Black Advertising Agency, 
Detroit. 


Station KPLT, Paris, Tex., has 
added a merchandising department 
in charge of John E. Fielding, who 
where he 
executive. 


mercial department, 
an account 


was 


NLY a newspaper that has served its readers well could earn | 


the distinction of being the largest newspaper in all the Southern 
The Sunday 


states shown above. 


Times-Picayune New Orleans 


States has earned that distinction through complete, accurate 


news coverage, 
sande where your 


179.023 able-to-bus 
the history ol 


The 


families. 


Che Cimes-Picauune 


NEW ORLEA)D 


Representatives: 


the finest features and ; 
because it has served its readers eo 
advertising is 
The largest Sunday cireulation in 


Combined Sunday 


NOEF, ROTHENBURG & JANN, INC. 


age ss editorial policy 
is an influential 
ae confidence 


read by | 


% Gain % Gain 
49-Week 49-Week 49-Week or Loss or Loss 
Period Period Period 1939 1939 Week Week % Gai: 
Ended Ended Ended over over oe iKxnded or 
City Dec. 11, 1937 Dec. 10,1938 Dec. 9, 1939 1937 1938 Dec. 10,1938 Dec. 9,1939 Loss 
ARrom, ©. ....+ 15,672,107 11,157,527 9,484,898 —39.5 15.0 278,590 272,118 - 7 
Albany, N. Y. 9,052,904 8,413,317 7,985,742 —11.8 —5.1 249,629 239,970 - 
Altoona, Pa. 6,671,706 4,891,332 5,397,203 -19.1 +10.3 145,845 148,827 +9 
Atlanta, Ga. ... 15,767,990 15,574,594 17,405,108 +10.4 + 11.8 539,910 594,062 +104 
Baltimore, Md. ........ 22,543,812 21,119,592 21,429,361 —5.0 +1.5 653,830 » 683,673 + 44 
Birmingham, Ala. ..... 12,452,286 12,054,210 12,885,432 +3.5 +6.9 324,982 355,628 4 
“Boston, Mass. 19,985,297 18,359,684 18,887,084 —5.5 + 2.9 675,438 681,605 +0 
| Bridgeport, Conn. 9,846,708 8,858,748 9,568,838 —2.8 + 8.0 272,244 320,964 17 
*Buffalo, N. Y. 18,544,260 15,543,437 15,144,298 -18.3 -2.6 458,682 436,810 —4.s 
Camd@en, N. J. ..60%. 4,027,455 3,815,745 4,283,330 + 6.4 + 12.3 117,691 146,685 ft 94,4 
Cedar Rapids, la. 5,010,824 41,575,788 4,711,628 —6.0 + 3.0 124,474 113,680 ==§.7 
Charleston, W. Va. 11,493,027 10,577,358 9,822,473 —14.5 7.1 331,345 296,688 —l" 
“UMSORMO, TEs scccceses 32,117,437 29,492,189 28,100,349 —12.5 -4.7 895,373 834,826 —t.s 
by | a ¢ 17,219,749 15,009,022 15,234,684 —11.5 +1.5 516,460 500,005 —3 
| Cleveland, ¢ 20,930,456 17,000,844 17)322,809 —17.2 +1.9 486,081 560,777 +1 { 
COIMMDUS, ©. ..ccscece 13,728,772 12,060,854 12,866, 692 —6.3 +- 6.7 394,306 382,547 —$,0 
Dallas, Tex 21,111,598 19,949,333 20,211,336 —4.3 +1.3 619,498 641,538 - ' 
Davenport, la 10,138,982 9,169,774 $999 064 11.5 —1.9 246,246 277,578 +12 
Dayton, O. ; 15,167,922 2,777,020 13,346,406 12.0 + 4.5 363,356 427,686 +17 
Denver, Colo, 10,156,390 8,767,486 8,595,303 -15.4 2.0 220,285 222,360 iT 
Des Moines, la. 6,402,198 6,168,348 6,226,233 —2.8 +O. 161,717 163,015 ( 
Detroit, Mich. 21,997,074 17,567,549 19,474,515 -11.5 10.9 595,357 607,529 +9 
El Paso, Tex. 9,966,567 9,602,607 10,274,369 +3.1 + 7.0 225,596 274,232 +21 
Erie, Pa. ........ 4,082,980 8,556,054 9,066,526 —0.2 +-6.0 236,726 246,064 +3 
Fall River, Mass. 3,344,676 3,104,547 3,311,868 1.0 6.7 87,925 101,627 +1 
Flint, Mich. ...... ~ 8,937,082 7,073,346 7,819,972 12.5 10.6 221,298 217,518 ntl 
Fort Wayne, Ind. 11,549,371 10,320,989 10,435,526 9.7 + 1.1 285,460 303,709 t 
3; Ae: PPro re 6,957,830 5,298,558 5,794,330 16.7 +94 143,244 171.933 »() 
Grand Rapids, Mich 10,226,742 8,383,980 8,458,820 17.3 O.9 237,930 266,658 +-12 
Greenville, S. C. 6,602,739 6,245,587 6,409,114 2.9 + 2.6 170,576 180,804 +6 
EEOUSEOM, TOE, ..sccees 15,947,642 15,990,804 16,942,718 + 6.2 0.6 426,622 501,998 17 
Indianapolis, Ind. 18,294,736 15, 386 16,353,384 10.6 + 5.3 505,442 525.1 12 3 
Jacksonville, Fla 8,712,046 8,333,658 8,922,970 2.4 +7. 232,358 252.57 +8 
Jersey City, N. J. 2,285,258 2,009,855 2,051,691 10.2 + 2. 57,632 65,119 13 
Kansas City, Kans 2,653,370 2,677,346 2.677.381 0.9 ee 3 103,460 24 
Knoxville, Tenn. 10,571,804 ¥,718,051 10,433,001 -1.3 +7.4 295,526 re 
Little Rock, Ark 9,204,832 8,991,726 8,929,745 -3.0 —0.7 f 256,088 +5 
Los Angeles, Cal 24,858,127 22,585,099 23,963,536 —3.6 +6.1 667,953 594,366 } 
Louisville, Ky 15,678,611 13,624,661 14,204,669 —9.4 + 4.3 366,906 454.538 +- 23 
Lynn, Mass 9,522,940 7,881,834 7,942,594 —16.6 + 0.8 219,15 240,072 o) 
Manchester, N. H 3,700,666 3,52 (1,946 3,653,099 a + 3.5 102,514 98,040 44 
Memphis, Tenn 11,860,438 i 040,736 11,796,722 —0.5 +6.8 348,292 353,108 +14 
"Milwaukee, Wis. 17,592,367 14,663,687 14,010,257 20.4 —4.5 468,397 475,508 + 1.5 
Minneapolis, Minn 14,197,888 13,045,027 13,112,858 —7.7 + 0.5 340,267 345.408 + 1.5 
Moline-Rog k Island 8,821,097 8.020.110 8,001,018 9.3 4 207,550 192.794 07 
Nassau County, L.L., N.Y 2,465,381 2,338,285 2,608,548 + 5.8 +11.6 80,921 91,145 + 12.t 
New Bedford, Mass 3,257,394 3,001,768 3,034,034 —§.9 + 1.1 84,434 87,794 4! 
New Haven, Conn. 9,122,434 8,743,256 8,856,792 -~2.9 + 1.3 244,594 243.544 0 
New Orleans, La 19,799,799 18,494,898 19,007,823 4.0 +2.8 576,015 608,676 5 
New York, N. Y 64,477,660 57,902,760 57,339,637 —11.1 —1.0 1,888,854 1,945,245 ; 
Brooklyn, N. Y 5,967,919 4,633,184 3,766,729 —36.9 —18.7 110,231 110,213 
Norfolk, Va 9,319,408 9,062,368 9,173,962 —1.6 +1.2 260,218 255,262 —I1.! 
c akland, Cal ‘ 7,665,391 7,069,372 7,939,083 + 3.6 +12.3 253,341 256,626 +1 
“Oklahoma City, Okla 12,227,054 11,284,076 8.570.688 29.9 —24.1 303,338 229,404 24.4 
Omaha, Neb 5,894,077 5,925,264 5.679.900 —3.6 4.2 157,367 157,084 0. 
Peoria, Ill ‘ 11,503,496 10,014,927 10,716,779 —6§,8 + 7.0 285,971 384,111 +34 
Philadelphia, Pa 29,658,272 26,208,675 26,957,019 — 5 42.9 787,124 847.608 7.7 
Phoenix, Ariz 7,295,470 TA7T6.054 7,307,034 + 0.2 —2.3 179,634 178,976 —U.4 
Pittsburgh, Pa 24,580,836 19,232,206 19, 638,78% 20.1 + 2.1 598,556 655,564 + 9.5 
Portland, Ore 12,442,460 11,334,490 11,931,131 4.1 + 5.3 279,832 317.660 +13 
Keading, Pa 10,691,040 9,304,947 9.700.319 9.3 + 4.2 276,542 292,880 +5 
Richmond, Va 12,967,780 11,808,272 12.200,432 5.2 1.4.2 369,152 383.754 4 
Rochester, N. ¥ 17,052,334 14,144,631 14,660,135 14.0 + 3.6 $27,617 442.461 +3 
Rockford, I1] 8.049.328 7.376.558 7.658.322 1.9 i-3.8 167,594 220.500 31. 
Sacramento, Cal 8,419,687 7,674,875 7.998.074 —5.0 + 4.2 214,298 221,550 +-3.4 
San Antonio, Tex 6,283,703 6,225,868 7,086,267 +12.8 + 13.8 199,022 233,038 +17 
San Diego, Cal 13,514,834 12,366,894 12,551,09 —7.1 $1.5 414,624 323,498 22 
Seattle, Wash 9.949.736 9.589.161 111.920.2958 $12.8 17.0 320,810 377.048 +17 
South Bend, Ind 9,091,616 6.890.875 095.123 44.0 —26.1 201,399 136,73 3 
‘Spokane, Wash 7,528,388 7.016.940 6,307,490 -16.2 10.1 177,576 166.262 -6 
St. Louis, Mo. 18,931,390 17.134,030 17.442.110 7.9 + 1.8 507,170 551.320 + 8.5 
*St. Paul, Minn 12,508. 988 10.746.210 10.487. 860 16.2 2.4 275,841 283.196 + 2.7 
Tacon a, Wash 6,127,710 5.809.902 6.105.912 0.4 5.1 155,722 l 7. tR8 +1.1 
Tan pa, Fla 6,077,614 5.879 6.602.316 +86 +123 172.494 209.104 21.. 
T ronto Ont., Can 9,010,847 16,803,418 15.575.100 == 8.1 7.3 471,722 458,255 2. 
Troy, N. ¥ 4,208,099 5 058.400  $.319.526 4-2.6 9.2 . 124,138 132,174 6 
Tulsa, Okla 9,563,684 837.154 8.702.492 9.0 1.5 252,168 237,776 —5.i 
Washington, D. Cc 6,480,860 ‘2 RAT O16 , 014.979 —9 5 -2 6 1,032,569 1.027.438 —) 
Youngstown, O 761,764 7.06 61 7,388,259 15.% + 4.6 181,856 214,064 7 
_Total sense oo 1,011,505,221 04. 362.612 118.69 6o 9.2 + 1.6 26,851,608 7.963.276 4 
1 Akron Times-Press discontinued Aug. 28 1948 7 Ghee. sessilis il a 
2 Linage of daily American, now combined with Record, eliminated from 1938 totals 
} Buffalo Times discontinued Aug 1, 1939 
t Chicago Herald & Examine: discontinued Auge. *8. 192 
5 Milwaukee News discontinued Jan. 14, 1939. ig 
6 Oklahoma News discontinued Feb. 24, 1939. 
7 News-Times discontinued Dec. 28. 1938 
S Spokane Press discontinued March 18. 192¢ 
' St. Paul Daily News discontinued April 1% 
1’ San Diego Sur pended publication No 
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Index of Retail Activity in 79 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 
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Sharpe Starts Daily 


J. A. Sharpe has begun publica- 
News 


tion of the Lumberton 
Carolina 


Daily 
town 
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ADVERTISING AGE 


33 


The rates for this department ar 
“Help Wanted,” “Positions Wan 


“Representatives Available,” 30 cents a line, minimum charge §1. 


cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


Cdvetisiing 
Market Place 


e as follows: 
ted,” “Representatives Wanted,” and 


Terms 


POSITIONS WANTED 


REPRESENTATIVE AVAILABLE 


Agency mechanical production man, 
25, with 4 fast years of agency train- 
available for new connection. 
Fully experienced in all of 
mechanical production with full ap- 
preciation of value of speed and client 
service. Also has a definite working 
knowledge of other agency depart- 
nent operations. 

Box 1984, ADVERTISING AGE, Chgo. 


ing 


phases 


Young Woman — Advertising produc- 
tion and editorial makeup publica- 
tions; 10 years; can lay out complete 
nagazine; some creative work. 

Box 1987, ADVERTISING AGE, N. Y. 
ADVERTISING SPACE SALESMAN 
experienced man, wide acquaintance, 
wants Eastern representation of lead- 


ne publication or position as sales- 

man or manager Eastern Office. 

Box 1931, ADVERTISING AGE, N. y ¥ 
— HELP WANTED 

STENO-SECRETARY competent § to 

take full responsibility small office. 

Knowledge bkkg. desirable. Oppor- 


inity for talented girl. Give full de- 
tails, including education, experience 


WE HAVE AN AUTOMOBILE 

which we can use selling space to 
the mutual advantage of a live trade 
paper publisher and to ourselves. 
Do you wish coverage of the midwest? 
Box 1985, ADVERTISING 


AGE, Chgo. 


POST CARDS 


“FOTO-TONE” POST CARDS 


| Newest, most economical method of 
| displaying any product. Samples and 
prices on request. Graphic Arts, 


Hamilton, Ohio. 


MISCELLANEOUS 


REPRINTS OF EVERY DESCRIPTION 
Latest process reproduces Advertise- 
ments and all sorts of Printed Mate- 
rial, ete., from proofs when cuts or 
engravings are not available. Repro- 
duces line cuts, halftones and type, all 
| in one operation. 
| SMALL RUNS NO PENALTY 
| 500 Copies (8%x11”) $2.63 
Additional Hundred Copies 22c¢ 
Even lower prices for large quantities. 
| All sizes furnished, Send for samples 
and free informative book 


Walgreen Helped 
Drug Stores to 
Achieve Full Bloom 


Chicago, Dec. 12.—Charles R. 
Walgreen, who began his career as 
apprentice to a country pharmacist 
and later founded the chain of 
more than 500 stores, died here last 
night following an illnes of several 
months. 

Mr. Walgreen saw and helped in 
the transition of the drug _ store 
from formal conservatism to the 
glamoroug merchandising center of 
today. He is credited with having 
sponsored many of the changes 
which are considered normal today 
although they were distinct inno- 
vations in earlier years. 

One of the developments which 
can be definitely traced to Mr. Wal- 
green’s door is the evolution of the 
soda fountain and luncheon busi- 
ness, and even he was surprised at 
some of the aspects which it as- 
sumed. In the old days, most drug 
stores had soda fountains, but they 
were strictly seasonal affairs and 
when fall arrived, the covers were 
brought out and the fountain closed. 
Display men held a carnival in the 
space thus vacated, but the fountain 
represented dead space for the re- 
tailer. 


Looked to Store Traffic 


Annual Conclave of 


‘American Weekly’ 


New York, Dec. 
addresses by seeral well known 

erchandising men, the tenth an- 
nual meeting of the sales organiza- 
tion, trade extension and plan and 
research division of The American 
Weekly extended through three 
days here this week. Abraham 
Merritt, editor of the magazine, dis- 
cussed the _ editorial viewpoint; 
Merryle S. Rukeyser, economist, 
took an optimistic view of “The 
Outlook for Business in 1940,” and 
Dr. Vergil D. Reed, assistant direc- 
tor, Bureau of the Census, told of 
new facts to be made available 
through the 16th decennial census 
of population. 

Dr. Daniel Starch, research 
authority, told of significant facts 
about magazine advertising uncov- 
ered by his organization, while a 
talk on advertising promotion was 
given by Arthur Kudner, president 
of the agency of that name. 

Salesmen Give Results 

An entire day was devoted to 
presentations by men in division 
offices of The American Weekly of 
outstanding 


accomplishments _ in 
their individual territories, and 
exhibits were made of the actual 


sales material employed. 

Among other speakers were John 
S. Brookes, Jr., president of Amer- 
ican Newspapers, Inc.; Richard E. 
Berlin, general manager of Hearst 
Magazines, Inc.; J. D. Gortatowsky, 
general manager, Hearst Newspa- 
ers, Inc.; Joseph V. Connolly, gen- 


FREER sroraer | 
Jer and Brush FREE with your first order naar 


S S Artist Rubber Cement. Nationally 
wed, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use S $ Spe- 
cial Frisket Cement, $3.50 per gal 


> RUBBER CEMENT CO. | 


3438 No Haisted St.. CHICAGO, ILL 


Ue SRO 


13.—Featuring 


eral manager, King Features Syndi- 
cate; E. D. Coblentz, editorial su- 
pervisor, Hearst Newspapers, and 
William A. Curley, editor of the 
New York Journal-American. 
Mortimer Berkowitz, general 
manager of The American Weekly, 
introduced 18 members of the or- 
ganization who have served the 
magazine for ten years or more. 


} 


Avery Named Sales 


Chief by Free & Peters 

Lewis H. Avery has resigned as 
director of sales for the Buffalo 
Broadcasting Corporation to join 
the Chicago office of Free & Peters, 
radio representative, Jan. 1. A pio- 
neer in radio, Mr. Avery was one 
of the leading spirits in formation 
of the sales managers division of 
National Association of Broadcast- 
ers in 1936. His experience includes 
service as advertising manager of 
Mohawk - Hudson Power Corpora- 
tion and in the radio department of 
Batten, Barton, Durstine & Osborn, 
Inc. He joined WGR-WKBW, Buf- 
falo, in 1932, and six months later 
was made director of sales. 

John A. Bacon will become direc- 
| tor of sales for the Buffalo Broad- 
|easting Corporation, operating Sta- 
|tions WGR and WKBW, Jan. 1, 
1940. Mr. Bacon has been national 
advertising manager of the Buffalo 
Times for seven years and for three 
years preceding was national adver- 
tising representative of Scripps- 
Howard Newspapers in New York. 


| Edison Promotes Two 


| §. E. Charles, formerly manager | 


of the New York Ediphone office of 
Thomas A. Edison, Inc., has been 
named sales promotion manager at 
headquarters in West Orange, N. J. 
E. C. McCarthy, a member of the 
|sales staff since 1934, succeeds Mr. 
Charles. 


Joins Swafford & Koehl 

F. Gordon Brown has 
Swafford & Koehl, New York 
agency, as vice-president. He was 
formerly president of Brown, Wright 
& Co., and more recently with Bel- 
lows & Co. 


joined 


Editorial Readership 


~\ Mr. Walgreen believed that the 


soda fountain could be expanded 
beyond the original conception into 
an all-year proposition, but he re- 
garded even this plan more as a 
builder to store traffic than as a 
source of profit. He was shortly 
compelled to revise this opinion. 
He proved to his own satisfaction 
that winter volume could be made 
as heavy as summer, though the 
type of drinks and food served 
| underwent drastic changes. 

A pioneer in chain drug store 
circles, Mr. Walgreen was able to 
/undersell competitors in his early 
days because of lower prices accru- 
ing from volume purchases. But as 
time progressed, and independents 
organized to obtain the same ad- 
vantage, no perceptible change was 
wrought in the Walgreen profit | 
record. This fact caused the head 
of the Walgreen chain to conclude 
that discounts by reason of volume 


were greatly over-estimated as a 
success factor. Merchandising abil- | 
ity and the gift of being able to an- 
ticipate public demand were rated 
far above any static considerations. 


Liked by His Rivals 


Mr. Walgreen believed  stead- | 
fastly that the chain store was a 
benefactor not only to the public, 
but to independent competitors. 

As further evidence of his belief 
in the invincibility of good mer- 
chandising under any and all condi- 
_tions, Mr. Walgreen frequently 
| commented that if he were forced 
to start his business career all over, | 


| he would have no hesitation in 
opening a store across the street 

| from a successful chain unit. 

| The Walgreen stores undoubt- 


|edly contributed to the trend to sell | 
merchandise not commonly associ- 
ated with drug stores, but Mr. Wal- 
'green disclaimed any originality in 
this d®Wection. He took the view- 
point that the modern drug store | 
“just grew,” like Topsy, and that 
|no individual could take credit for 
the current pattern. He expressed | 
the same view in regard to the use | 
of premiums. Walgreen Company | 
frequently took advantage of the | 


Voluntary Magazine Purchase Is A Gauge On 


And Advertising Interest 


The public poys more money over the retail newsstand counter for True Story than for any other monthly in the world 


Newsstand Revenve 


JOUANAL 
wOmE COMPANION 


Retail Note: Within the past 6 months True Story’s newsstand circulation 
has increased 23% compared to 7% for the same period last yeor 


15¢ True Story gives you ao lorger percent 
of newsstand circulation ond smaller per- 
cent of subscription circulation than even 
lecding 10¢ monthiies. 


For 21 yeors, True Story'’s premium priced 
newsstand circulation trends have followed 
other premium product retail soles. The 
current trend of both is up. 


——| 


Charles R. Walgreen 


premium idea, usually using it to 
make new friends. Under its ver- 
sion, the customer had to buy a 
certain amount of goods in the 
Walgreen stores, and then pay a 
nominal sum to secure possession 
of the desired merchandise. 

Mr. Walgreen, like most creative 
merchants, also felt the urge to 
put some of his policies in writing 
between book covers. The business 
of directing the policies of some 500 
stores, however, required such con- 
stant activity, that he was never 
able to find the time to achieve this 
ambition. He left a rich heritage, 
however, in the training of hun- 
dreds of young men, who credit 
him with drilling sound fundamen- 
tals into their consciousness. 


RAY T. WILKEN 

New York, Dec. 14.—Ray T. Wil- 
ken, one of the considerable group 
of men who turned experience in 
the business paper field to advan- 
tage in the larger sphere offered by 
consumer media, died in Lawrence 
Hospital here today. Only 48 years 
old, Mr. Wilken was advertising di- 


rector of the New York Daily News. 
He took that post when the News 
added a Sunday edition in 1921, and 
watched the tabloid develop the 
country’s largest newspaper circu- 
lation. 

Mr. Wilken began his business 
career with the old A. W. Shaw 
Company after graduating from the 


University of Chicago in 1912. His 
experience with System and Fac- 
tory, the Shaw papers, gave him 


great admiration for leading busi- 
ness papers and despite his heavy 
later responsibilities, he never lost 
touch with his old friend. He was 
a director of the Ahrens Publishing 
Company, publisher of Hotel Man- 
agement. He also was a board mem- 
ber of Metropolitan Sunday News- 
papers and the First Three Markets 
Group. 


Sells Space on Bags 

U. S. Advertising Bag Corpora- 
tion, New York, is offering adver- 
tising space on paper bags used by 
independent grocery stores. Re- 
tailers will get their bags at half 
price. B. M. Lack, formerly adver- 
tising manager of Passaic Metal 
Products Company, Passaic, N. J., 
has been placed in charge of pro- 
motion. 


Spencer Adds Soroka 


Charles M. Soroka, formerly gen- 
eral manager of National Advertis- 
ing Service, Inc., New York, has 
accepted the same position with 
Don Spencer Company, New York, 
representative of college football 
publications. 


Captnck RS 


@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 


WE 


“Using 


for editorial and adver- Trade Paper 
Clippings in 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


An adjustment of 


Rate Card Number Seven 


1940————__ >» 
300,000 Guarantee 


Annvolly 
Full Page $6000 
Two Columns 4400 
One Column 2200 
Half Column 1100 
Inside Covers 7000 
Preferred Positions 7000 


515 


ANNOUNCES 


reduction of rates 


Dorothy Hurst, Publisher 


MADISON AVENUE ° 


circulation and a 


Effective January Ist, 1940 


Annually 
Full Page $5400 
Two Columns 4000 
One Column 2000 
Half Column 1000 
Inside Covers 6000 
Preferred Positions 6000 


<«_— 1941 
400,000 Guarantee 


NEW YORK 
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= 
Over-the-Counter Wall Street Journal at two-week 1,700 dealers all over the country. Texas Newsprint ‘He-Men’ Deride 
intervals. Copy is being placed Copy bears the headline, “Over | i vailable Jan l 
S c iti M t directly by the association. the Counter,” and tells a brief story | : ° i . Theor That Tea 
ecurltlies arts ; , of the operations of this business.| Southland Pape Mills, Inc., y 
. 34 to Share Cost Over - the - counter trading, it is|Which is building a plant near Luf- I Si D . k 
in Newspapers on Aa te the oldest tor f|kin, Tex., has announced that the Ss ISSY Tin 
Eli T. Lippman. executive secre- pointed out, is the oldest form o mili will begin operations Jan. 1. 
Continued from Page 1) tary of the association, explained to transfer of stocks and bonds, and Many members of the Southern (Continued from Page 1) 
effecting ‘by negotiation’ pur- Apveniistnc AGE that plans for in- 6,800 dealers are listed with the |Newspaper Publishers Association, | previous Tea Bureau testimonials 
chases and sales of a large number auguration of the campaign have Securities and Exchange Commis- | sponsor of the new industry, will have been from housewives and 
of public utility, railroad, industrial, been under consideration for three | 5!°"- use the new paper, made from office people who have extolled 
- = and insurance company and months. ye — M a a Chicago Uses Booklet Texas pine pulp. ‘shien” aeiiies, Cibi OA bus 
other corporation securities,” the this wock, he said, is in the nature a ie aia: cies , 
Chicago advertise ment ' said, is |Of a trial balloon. Part of the cost Baie ered rigid = ose Two for Heineman wis bok tak an aes Gk ee 
well as United States Government bcing borne by the 34 companies | page booklet free on request. This : agg Sr p 
issues and municipal obligations.” whose names are listed in the copy. | brochure was made available by the _AIrow Importing vege 3 ciently strong to overcome preju- 
ope Although the New York asso-ia- Response to the initial insertion has National Quotation Bureau, Inc., Cieveland_ _Faincoat maker, bp dice among the male population. 
a tion has dabbled in advertising in already cxceeded expectations, Mr.|New York, which does not, how- Planert Skate Company, Chicago, The new testimonials cover many h 
% , sills : a sh ha een te ‘ : ia ; : have appointed the Ralph Heine- |, re Seager ap-ae aeey 
past years, the drive inaugurated Lippman reported, and other New |ever, receive mention in the copy. man Advertising Agency, Chicago, of the attributes claimed for tea, 
this week represents its first real | York newspapers may be added to The Chicago campaign is in the ¢ direct their accounts. David from use In a weight reducing diet |: 
af advertising effort. Seven large the schedule later. Reprints of ihe nature of a test, with expansion) Goldman is the account cxecutive to its tonic qualities. Typical is 
oe space insertions will appear in the opening insertion are being sent to, possible in other cities later for both companies the statement of Ward Cuff, part 
Be of which reads: “I think better, 
4 keener, more quickly after a hefty 
. cup of tea. Tea’s got plenty of 


‘umph,’ I’d say. There’s nothing 
namby-pamby about a piping hot 
cup of good black tea brewed 
strong. It’s a real man’s drink. 
Most athletes I know feel the same : 
way. I enjoy its rich, hearty wel- 

come flavor. . .” 


Other Promotion Planned 


The testimonials will appear in 
Tea Bureau copy in a wide list of 
newspapers and magazines on the 
present schedule. At the same time 
the Bureau is conducting a three- 
way promotion with cheese and 
bread companies, primarily  di- 
rected at retailers who are urged 
to push the combination. This 
effort will reach its peak in Febru- 
jary when a page on the subject is 
scheduled for The American 
Weekly. William Esty & Co. handles 
| the account. 


[Novel Battle Puts | 
‘Oomph’ inNew | 
Travel Campaign | 


| (Continued from Page 1) 
together off Montevideo called fo 
weekly insertions for the American | 
Republic ships in 40 newspapers ; 

| 


The magazine list included Atlantic 
Monthly, Grade Teacher, Harper's 
Bazaar, Instructor, Junior League 
Magazine, National Geographic, 
Newsweek, The New Yorker, Time 
and Travel. 

Half and two-thirds pages in these 
publications will bear headlines 
such as “The South American Way,’ 
and copy will point up the scenic 
assets of the “good neighbor” lands 
Comfort of travel via American Re- 
public’s new, modern liners and 
safety of the route followed are 


A pilot lies at the harbor mouth — nee 


The company reports that 1939 
South American business month by 


SN month, is well ahead of last year, 
OONER OR LATER, every ship that puts to sea must make a port. So the pilot lies : and anticipated (before the storm 
A | | lust make a | rt the pil t lies at broke) that 1940 would fully sub- 
ene the harbor mouth right where his customers have to pass. stantiate the opinion of travel «& 
3 perts that the trend is definitely 
ea as nai , : , : , . Southward. Kelly, Nason is_ the 
seh Phere are pilot boat stations in marketing too—strategic points where all your cus- agency. 
— tomers sail by. ‘Phey are the naborhood retail shopping centers where 80°; of all retail 


sales are made. For a home is like a ship. It must lay in stores and supplies. And 
NEW STOCK PHOTOS: 


as the ship captain sails to a harbor, so the housewife puts in at a naborhood shopping 


center. 


It would seem the part of wisdom to advertise in such a spot, not merely because 
vou catch all your prospects there, but also because vou reach them when they have the 
intention and the opportunity to buy. ELere you can not only slip in that necessary 
last impression so near the point of sale. You can also do a first class, primary adver- 


=~ tising job to those millions who rarely see or read any advertising on the printed page. 


Criterion Service is based entirely on the marketing significance of the naborhood 


retail shopping centers. Criterion’s nation-wide operating staff has studied intimately 


every one of the 28.000 centers. In these centers, Criterion leases walls, erects framed, 


® Just out! Seventy-eight pages of si" 


, P : ' vay stock photos in hard bound, loose’ 
steel panels, and posts your advertisements on posters 4 feet wide by 8 feet deep. The Siethes” Mew rl nl vonage bes’ 
ee . : ; aes . : hot: 
2 cost is the lowest imaginable - 837.20 1, ‘ ~ » gtowesint: up-to-date with supplements. Top phot 
a st is west imaginable i per million advertising circulation. graphic quality. Send for this catalog ” 
: 30 days approval. Either return it of os 
will bill you $5.00, refunded on your fi 
CRITERION SERVICE -%- <<Se0— | “ieee 
120 Lexington Avenue 612 N. Michigan Avenue 296 Deesseee Soest 
MOhawh 4.7343 Superior 5757 Hubbard 1057 A. GEORGE MILLER, ING . 
; ’ ; 43 East Ohio Street, Chicago Del. # 
ge Selective poster advertising in naborhood shopping centers -_— 
me >. 
at S 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


PUSH GAS APPLIANCE PROMOTION 


PERFORM NEW COOKING 
MIRACLES YOURSELF ON 


a moneRn GAS panse | SS 


Quickest heat 
Mighest heat 
Steadiest heat 
You get them ali—only with 
Gas — the most ‘esponsive fuel 


Staves vou 
oerren 
Teeowce woneee 
as AACN 


You Get All These Advanced Range Features only with GAS 


OW. 1 GAS GIVES THE COMFORT OF 
OWPLETELY AUTOMATIC HEAT 


ovrow ae me a 


AMTRICAN O45 #\:0C1 ATION 


LET BAS BO THE 4 BIG JOBS —COOKING © WATER WEATING - REFRIGERATION + HOUSE HEATING 


The third of a series of seven four-color advertisements scheduled for national 

magazines, under the sponsorship of the American Gas Association, features ultra- 

modernity in the kitchen, with emphasis on the performance record of latest type 

ges ranges. Blow-ups, 24 by 30 inches, will tie in with the campaign at local 
retail outlets. 


JUST PART OF TIRE MAKER'S SALES STORY 


Eileen and Kathleen Bremkamp, twin Ohio beauties, extend a helping hand to 
veneral Tire & Rubber Compeny at the annual “Rubber Ball,” to dramatize the 


*win-season tread that feetures the company's new tire line. 


Both costumes are 
made of rubber, too. 


A specially constructed tire, demonstrating the new tread, 
encircles the pair's waists. 


FOR SANDBURG BOOK 


~» There has never, in our time, been 
such acclaim for a book—the immediate, 
unqualified, unanimous verdict of “great” 
ee ee 


| “The Har | 
‘cad the Unbealis’ of ee EL bowed frame every doy —grociete hemdieng's Uncote te 


a ee te ame 8s pene + ob heres ty pee 
Me reer wot oe Oe precme Amore tpt 


Cal Sandburg 
ABRAHAM LINCOLN 


THE WAR YEARS 


jam 


_ 
o 


ee - 
HARCOURT SEACH AND COMPANY © 563 MAGISON AVENUE NEW TORE 


Harcourt, Brace & Co. has given news- 
paper and magazine copy the task of 
promoting Carl Sandburg's new $20 
book on Lincoln. (Story on Page 18.) 


PINK ELEPHANT 


BTSs 
PACKAGE 
LIQUORS 


Tops in frankness is the pink elephant 
on the neon sign of D. T. Johnson, adver- 
tising his liquor store in Cheyenne, Wyo. 


SOHIO COPY SCORES 


‘ 4 


BRAVE NEW WORILD- 


SOHIO SUPREME — 


* 88 PeTmIUm BOTSE fut fO8 moDTeNs: 


Sohio Supreme gasoline was successfully 
introduced with copy that struck a new 
note of modernism and attracted wide- 
spread attention. (Story on Page 24.) 


‘NEATH THE PALM TREES 


SHE'LL BE WAITING 


Members of the U. S. Rubber Company sales organization received this preview 

of the Florida season last week when they gathered in Chicago tg discuss promo- 

tion plans. The bathing suit, of course, is the last word in rubber fashion. (Story 
on Page 1/4.) 


PLEASANT GREETING FOR THE NEW YEAR 
—S 


- watch the change 


estertield 


theyre MILDER 


Direct color photography furnishes Chesterfield with an appealing message for 
1940. The 24-sheet poster, scheduled for a nationwide showing, was produced 
by Forbes Lithograph Company. 


COPY SAYS ALEMITE, TOO, CAN TAKE IT 


Stewart-Warner Corporetion will use this copy in its 1940 campaign for Alemite 
to emphasize the lubricant’, «bility to stand the gaff in the “extra 500 miles,” 


as well as in the first. Hays MacFarland & Co., Chicago, is the agency. (Story 


on Pago 19.) 
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ETROIT FREE PRESS ¢/Qzv 
OCCUPIES SECOND PLACE IN 
WEEKDAY CIRCULATION 


alee 350,000 
Ly ING up to second place in weekday 
circulation in Detroit, The Detroit 


Free Press shows an increase of 107,639 copies 


| 


$25,000 
per day or 57% in 6 years. 81% of this in- 


crease, or $7,555, is in the retail trading area. 


Sunday circulation gained 94,809 or 51%. 500,000 —}— 


275,000 


>» 
wi 


~ 
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— THe Terrert Heer / 


250,000 _| 


225,000 


Detroit Newspaper 
Circulations 
Since 1933 


+ | For 6 months periods 
2s ended September 30 


For the quarterly period ended Sept. 50, 1939. "e Free - 178,000 + —____ -_} 


- 200,000 ~ 


. . . ron ee eee 
Press shows a net paid average weekday circulation of 


a ek SN Rees GRAD ce i 
te ere . . . ‘ ~——. ® 
games 306.391, an inerease of 31,772 over the corresponding — 


TE 


1933 1934 1935 1936 1937 1938 1939 


1938 quarter—and 12.511 in excess of Detroit(s second 


gee Average Net Paid Circulation for 6 months period ended 9-30-39 


evening newspaper. 


weeKDAYs 296,047 sunnavs 279,237 


This cireulation picture ealls for a complete revision of as Welles ABP cies 


all previous newspaper coverage concepts of Detroit. It 


Average Net Paid Circulation for QUARTERLY period ended 9-30-39 
GAIN ow corresponding 1938 
FREE PRESS 306,391 “‘urncn” cvvesponding 


also emphasizes the superior manner in which the Free 


Press’ straightforward editorial appeal enlists the appro- 
f PI P| pyetnenagiain 319377 FREE PRESS 31,772 
atts bation of the pooste in thie market tt I brilliant! oe eee ees +2 
” peo} s market i has so brilliantly 2nd evening paper. 294,050 2nd evening paper 14,286 
- and capably served throughout 108 years. icing thanacnsetchaliaiseiandinrsatnand 


Che Detroit Free Press 


“Michigan's One Great Newspaper” 


National Representatives CHICAGO NEW YORK DETROIT LOS ANGELES SAN FRANCISCO 
JOHN B. WOODWARD, ING, 400 N. Michigan 110 E. 42nd St. New Center Bldg. Cham. of Com. Bldg. Russ Bldg. 
aos Member Metropolitan Sunday Newspapers, Inc., and Newspaper Groups, Inc. 
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